


You don't have to bully a poor little 44B and 
reduce its smart lines to a style-less pulp before 
if even gets on your customer's foot. That was 
the theory with the old-fashioned stiff counters 
that bit the heel. 

NOW you can specify Darex Counters and get 
G velvety glovelike fit, yet with a firm, efficient 
heel base that preserves trim style lines through 
months of wear. For Darex is scientifically built to 
give you BOTH the qualities you—and your cus- 
tomers — asked for. Why not write DAREX on your 


TLOOK NOW— next order? 


en manufacturers of 


quality shoes are find- * 
DEWEY AND ALMY CHEMICAL CO. 


' customers are hap 


hen the counters are ‘ 
CHICAGO CAMBRIDGE MONTREAL 






FOR 
IER-SELLING 
SHOES 


PECIFY 


ANEW 


FIRM HEEL seat 


SOFT EASY “COMFORT-EDGE” 


BOUNTERS 





te 












Landnite Cobf 


MADE TO MAKE MEN SAY: 


A Flexible Goodyeor Welt Shoe, “broken in” 
during the manufacturing process. The wood 
pegged shank provides natural support, the 
patented Moss i le co new ing to the 
word “comfort”. Style No. 070 by 
BATES SHOE COMPANY 
WEBSTER, MASS. 
Tondrite Calf, Color No. 223 
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They like its plump, mellow quality —its snug, easy 


,comfort —its staunch, wear-resisting sturdiness. 


v 
In addition, there’s TANDRITE’s rich, masculine colors 
and handsome, lustrous finish. 


These seldom fail to clinch the sale—for once a 
man mentally “Okay's” TANDRITE’s quality, comfort, stur- 
diness and good looks, he loses little time in putting his 
verbal “Okay” on the deal! 








A VALUABLE ASSET AT THE POINT OF SALE FOR 


Kali-sten-iks’ dealers have an advantage in the 
important service of correct fitting because of the Mae 
recent addition to our stock service of extreme 


narrow widths and wide widths, some numbers in 
children’s shoes ranging from AA to E, and in 
Madam-ettes from AAAA to E. Kali-sten-iks’ 
buyers, both the merchant and the consumer, 
have definite ideas about quality as well as cor- 
rect fitting. In both of these essentials for profit- 
able retailing our constant endeavor is to make it 
possible for you to give your customers morc 
for their money, thus making the line as a whole 
one of your best Capital Assets. If our repre- 


sentative can serve you, please write us. 


IN STOCK 2 
Coffee Elk Plain 

% Cc, $2.45 
8% to 12-A, B, é > E.$2.75 


Also in stock in White Elk 
and Genuine White Buck. 


HELP KEEP 
GOOD FEET HEALTHY 


THE GILBERT SHOE CO., THIENSVILLE , WISCONSIN 
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Waster Fitter OmaFec 


FREEMAN SHOE CORPORATION WEYENBERG SHOE MANUFACTURING CO. 


Beloit, Wisconsin Milwaukee, Wisconsin 





Douglas 


W. L. Doucias SHOE COMPANY 
Brockton, Massachuserts 


CONNOLLY SHOE COMPANY 
Stillwater, Minnesota 





MusEBECK SHOE COMPANY Bates SHOE COMPANY 
Danville, Illinois Webster, Massachusetts 
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Crosby Square 


THe House or Crosspy SQu 
Milwaukee, Wisconsin 


Teyhec Made 


E. E. TAYLOR CORPORATION 
Boston, Massachusetts 
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M. A. PACKARD COMPANY 
Brockton, Massachusetts 
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FARMINGTON SHOE MANUFACTURING CO. 
Dover, New Hampshire 
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for more than 


SIXTY YEARS 


And Bigger Than Ever 
for NATIONAL MEN'S 
SHOE WEEK®*® 
September 13 to 20 


1322 BROADWAY, NEW YORK CITY - HOTEL LANKERSHIM, LOS ANGELES 








The PRON-A-METER is a new, scien- 
tific measuring device insuring accurate 
fitting, thru heel to toe and heel to ball 
measurements both in shoe sizes with 
body weight pressure. Where pronation 
exists, the PRON-A-METER registers 
the degree of pronation so accurately 
that each foot can be fitted individually 
with the new, inexpensive Pron-A-Pads, 
giving easy, effective relief to the dis- 
comforts of pronation. 


Use of the PRON-A-METER establishes 
customer’s respect and confidence in the 
store. This, plus the greater comfort 
gained through proper fit, increases 
sales, and builds repeat business. 


This device is leased only to retailers 
of high grade shoes, and enables them, 
at low cost, to give their customers those 
exclusive features, available only thru 


the use of the PRON-A-METER. 


For complete details write to 


Oe Te 1 2-108 SOLON UUPPER ILLUSTRATION 


Illustrating the use of the Pron-A-Meter, with the cus- 


BROCKTON, MASS tomer in a standing position, with both feet evenly 
balanced. 


LOWER ILLUSTRATION 


The above illustration reveals a detailed view of the 
Pron-A-Meter, destined to meet the fitting problems of 
thousands of retailers. 


July 19, 1941 





The number of outstanding 
G/E Sole Stitching Machines 
— Model C reached an all-time 
high in March and April of this 
year with a resultant record- 
breaking production for these 
same months. 


Underlying these figures is a 
basic reason in the fact that 
more manufacturers than ever 
before are finding it advanta- 
geous to solve a variety of 
sole-attaching problems by 
the use of this machine and 
its lockstitch seam. 


GAC SOLE STITCHING 
MACHINE —MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 











Here’s a Profitable 


Promotion for You 


One department store located near a large Hesilined W ngeded. Sole seaied all around 
naval station showed the men the BALL-BAND rhe we Oe ee 
Newport Locker Sandal (above) and during the CONVENIENCE aaa 
past year has sold several thousand pairs. swap. Pecks in space 


Men like the Newport. SERVICEABLE 
Well made of high quality materials to as- 
sure long service even when given hard wear. 


After you check the features of the Newport as 
listed at the right you'll agree that it meets 
every requirement for leisure wear in barracks 
or on ship. 


You may not be near a naval base or an army 
camp but boys from your community are in the 
service. The experience of the department store 
mentioned above proves that you can promote 
the Newport Sandal as.an ideal gift from rela- 
tives or friends. Write today for full information. 


MISHAWAKA RUBBER & WOOLEN i en eee 
280-WATER STREET, MIiSntawaean @.) 2 
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The GPC SKI BOOT LOOP has aiready been 
approved by many professional and amateur 
skiers. It is the strongest and most practical de- 
vice available for this rugged and popular type 
of footgear. Laces ride through these loops with 
minimum friction and consequently wear longer. 


Make sure that your new lines of Ski Boots are 
equipped with these superior fittings. 


_ UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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No. 10i—Ohio aims oe No. 113— Ohio Ton calf ox- No. “104 — Ejisendrath 113. No. 114 — Si, Shownee veal 
ast. 9 Adonis calf medium weight 
ford, new medium toe on the sole. Semi-brouge on o new oxford. New Stamford last, 
Stamford last. Medium sole. wide custom last. wing tip. Heavy sole. 
No. 115 — 13%, Shawnee veal 
low -— toe Trojan last. 
ie. 





from America’s First 


in-stock department. 
TWENTY NEW STYLES including the more popular types of 


narrow, wide, custom, and brogue lasts together with five 
new military models have been added to our base instock line. 
To retail at $10.85. This new expansion policy provides the 
longest, strongest line of $10.50 to $13.50 shoes ever pre- 
sented in Stacy-Adams' long history of fine shoemaking. The 
finest of imported and domestic leathers and findings crafted 
by skilled experts many of whom are hand technicians makes 
Stacy-Adams the premier source of distinctive footwear 


for men. 


The five styles shown are from the $10.85 retail line. 








Smakt tak <2. 


Big lalk 


An advertiser writes us as follows: 


“Granting that it is doubly important to keep your name before your customers when 
you cannot meet their demands for your product, what can you use for advertising ‘copy’?” 


There is an answer to that and it reminds me of a story. 


A bashful lad was invited to his first party. He was afraid that he would not be able 
to engage successfully in conversation, particularly with the young ladies. So he went io 
an experienced friend for advice as to what to say to them. 


“Well,” said the expert, “a lot of the fellows find that they can get by with small 
talk. You start in with the weather and then begin to talk about yourself. That gives a 
fellow a lot of room to tell how good he is, how fast he can run, how high he can jump 
and how he made the winning touchdown for good old Jonesville High. That's the small 
talk method and it will probably ‘get you by’ if you work it right. 


“The only trouble with that method,” continued the expert, “is that so many of the boys 
are using it that you will have lots of competition. If you want to really get results, I'd 
advise using big talk instead of small talk.” 


“How do you do that?” asked the beginner. 


“Well, instead of talking about yourself, you talk to the girl about herself. You can 
always break the ice by telling her how beautiful she looks to you. All of them like to 
hear that especially if you say it as though you meant it. Then find out the things she is 
most interested in. Maybe it's algebra and maybe it's roller skating. If you are dumb at 
algebra but good on skates you can offer to teach her some new steps. If you're a 
mathematical shark but slow on your feet you can. offer to help her with her homework. 


“That's the big talk method,” continued the expert. “The small talk method may get 
you by; the big talk method gets good will and results. And these are what count.” 


So, Mr. Advertiser, you have two ways in which to meet your problem of copy in 
advertising when you are so loaded you don’t want to see another order for three or 
six months, but you do want to hang on to your customers in view of the “seven lean 
years” that are surely coming when this buying orgy is over. 


You can use “institutional” copy and tell how old your company is, how good it is, 
how large it is and how a year's output would reach from here to the moon. Or, you 
can take the other method and help your customers with their homework. 


Maybe you cannot ship them your new merchardise. But perhaps they already have 
a supply of your product on hand and would be tickled pink to have you suggest ideas 
to them as to how they can do a real selling job to their customers. 

That's the big talk that we need in advertising today! 


An Editorial By 
J. H. Van Deventer, Editor 
THE IRON AGE 
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CURTIS-STEPHENS-EMBRY CO, wwe. 2eaiNG, PENNSYLVANIA 


ALSO MAKERS OF MODERN AGE SHOES 





WALK-OVER 
/, 


b pawn ahead of the present time, this swank Jodhpur 
was being worn by Army, Navy and Air Corps of- 
ficers. Designed by an acknowledged Military expert, 
its superlative fit is a Walk-Over triumph. 

Today, in the geared-up pace of defense activities it is 
also a national best-seller to business men who want foot- 
wear with authentic military swank... plus comfort that 
needs no breaking in. 

To be advertised in LIFE to millions of soldiers and 
civilians ...the Jodhpur Oxford is one more example 
of Walk-Over style-pioneering that makes the Walk-Over 
franchise so profitable, 
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Here’s the Way the JODHPUR is Selling 


A typical order from a 
U. S. Naval Air Station in Florida 


202 pairs White Buck 
72 pairs Black Calf 
288 pairs Brown Calf 
Cash in on this red-hot best-seller and other Walk-Over 


“rirsts.” Write today for full information. 
Geo. E. Keith Company, Campello, Brockton, Mass. 
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i Trade 


FROM our “outlook window” on 
42nd Street, at the crossroads of the 
nation—with railroads and subways 
beneath us, the Airlines besides us, 
auto ramps in front of us, pedes- 
trians by the tens of thousands . . . 
anything can happen. Strange, 
isn’t it, in such a polyglot city, the 
wonders you may behold. 

Two Abyssinians, turbaned and 
toga-ed in white, stood on the cor- 
ner for days on end, begging alms 
for Abyssinia. The unusual thing 
was their big, healthy-looking, 
naked feet. So here in New York 
City—where pavements are hot and 
hard, bare feet return. 

Stranger still, a young lady, a 
professional model— famous for 
beauty of face, form and figure— 


» ae A 


can be seen walking into the Grand 
Central Station, shoeless — sans 
sandals—and pedicured toes. Be- 
lieve it or not, it’s not altogether a 
pose. She just believes in it. 

And what a season for barefoot 
sandals! The like of which we have 
never seen before. Just a flat sole 
of leather and a few thongs to hold 
them on—and worn with every con- 
ceivable costume. It’s one of those 
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mad movements of fashion in a 
mad, mad world—and it’s all in the 
eyeful from our “outlook window.” 

Then, every day, coming along 
Park Avenue at approximately the 
same morning hour is a load of— 
you won’t believe me if I tell you— 





and the strangest thing in the world, 
too ... a load of fresh pulled sheep 
skins—dirty and slimy and bloody 
—just as they come from the 
slaughter house. Why they go by 
here can only be attributed to the 
fact that the driver must have a 
yen for seeing the sights. He de- 


tours at this. corner. 
o 7 . 


A. M. HELLER, who operates 
Smith & Heller, “The Peninsula’s 
Finest Bootery” at Burlingame, 
California (and if you are inter- 
ested in peninsulas look at the map) 


.. . Says: 

“We commend Frank H. Seelig 
of the Major Shoe Company, San 
Jose, California, for his Voice of 
the Trade of June 28th issue. With 
all the pressure that is being 
brought to bear on merchants to 
buy in face of price raises and late 
deliveries, this is the soundest piece 
of advice in this issue of the maga- 


od. 


zine. It is occasional things like 
this that make the Boot anp SHOE 
Recorper a worth while publica- 


tion.” 
> * * 


WALTER C. ROOSE of the Marion 
Shoe Division of Daly Brothers Shoe 
Company, Marion, Ind., says: 

“For practically the first time in 
my life I set foot on foreign shores. 
I was in Cuba for three days in the 
city of Havana recently. The stores, 
as a whole, in the high rent district 
are better kept than our American 
shoe stores, which was a revelation 
to me. Orderly stocks and very 
clean and bunched window trims. 
Our American shoe dealers would 
lay awake nights if they bought the 
numerous patterns that a Cuban 





shoe store buys. But the Cuban 
dealers tell me they sell them and 
that is the ‘meat in the puddin’—get- 
ting the sales and the money. Cuban 
duty I am told, is 75c. a pair on any 
American pair of shoes. So you see 
a shoe costing $1.65 over here plus 
75c. duty makes that shoe cost $2.40 
and they price them in Havana at 
$3.50. Shoes from $2.20 to $2.60 
plus the 75c. duty sell mostly for 
$4.50 to $5.00. You can see, there- 





fore, that they are not over-pricing 
their shoes. 

“If every country in the world felt 
as Cubans do toward us, we would 
be sitting pretty.” 


* ue * 


ARTHUR BEGAM, store manage: 
of The Hearn Department Store, 
New York City, says: 

“Prior to March 1, 1941, our 
store was open to the public 5144 
hours per week. The employees 
worked 45 hours weekly spread 
over six days. Now our employees 
work on a 40-hour, 5-day week 
basis with the store still open 514 
hours weekly. Just think what this 
means. 

“It means that there has been a 
weekly reduction of 5 hours in the 
employees’ work or 11.1 per cent 
in percentage. In addition the week- 
ly working days have been reduced. 
This can only mean one thing, and 
that is, a very definite increase in 
the dollar payroll of the store, if 
we wish to maintain the same ser- 
vice to our customers and operate 
our organization with the same 
efficiency as heretofore. 


, sl Seoey 


“If your store happens to be a 
small or medium volume store, and 
your employees are working on a 
48-hour basis, or perhaps longer, 
the situation can be more ominous. 

“If you are not at the present 
time faced with a 40-hour, 5-day 
week, you should begin to make 
studies by individual departments, 
both selling and non-selling. Get 
the facts, get the production rec- 
ords, stay very close to the prob- 
lem, and if you do this, I feel quite 
certain that your job will become 
much simpler for you to handle. 

“Be fortified with figures as to 
what the additional cost might 
amount to by departments and for 
the store as a whole. Discuss this 
with management. Point out to them 
the seriousness of any such situa- 
tion. Don’t let them decide this 
problem without making them well 
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YOUR SLOGAN 


—"A Man Is As Smart As His 
Shoes” is a pretty good slogan 
and will occupy front page and 
front stage during the week of 
September 13-20, which is desig- 
nated as NATIONAL MEN'S 
SHOE WEEK. 

—Give a man a good pair of shoes 
and a hair-cut and he will pass 
muster most anywhere, even 
though the rest of his outfit is a 
bit below par. 

—"Down at the heel’ has long been 
used as a general term to denote 
shabby appearance and no other 
article of wearing apparel can so 
pull a man down as a pair of shoes 
that have seen better days. 

—So, you shoe merchants and point- 
of-sale experts, plan to make 
NATIONAL MEN'S SHOE WEEK 
an outstanding success in your 
localities and use your newspaper 
advertising and display windows 
to drive home the thought: "A 
Man Is As Smart As His Shoes.” 


tS 


President 





acquainted with all of the facts and 
additional costs. 

“Start working on this as soon as 
you can, Don’t wait until the prob- 
lem is thrown into your lap, as 


then it may be too late.” 
* * = 


RALPH KIRSCH and Charles 
Blacher showed us where salesmen’s 
samples go after they have served 
their purpose . . . as “examples.” 
Nearly 100,000 of them come on to 
the fourth floor of the new building 
of Kirsch-Blacher at 108-110 Duane 
Street, New York City. The infinite 
variety of the samples and their re- 
stricted sizes capture the imagina- 
tion of buyers from foreign parts 
and it is really amazing to see the 
flow of samples as well as surplus 
stocks that go through this five-story 
warehouse, plus basement and sub- 
basement. 


We asked our perpetual question: 
“Are new shoes ever thrown away?” 
And we went into the sub-basement 
and saw tail ends of stocks—-out- 
moded by style and odd of size. 
Believe it or not, there is always a 
buyer for a pair of shoes—no mat- 
ter what they are or where they 
have been. 

This was no barn-like warehouse 
but an amazingly orderly and 
efficient building, housing a regular 
business of surplus shoe stocks. It 
has a front worthy of any shoe 
store, in its cream colored mo- 
dernity. The office and sample 
rooms are in the very latest wood- 
work and illumination and a sys- 
tem of conveyors expedites the 
movement of the quarter million 
pairs in constant stock. 


DELBERT J. DUNCAN of the 


Northwestern University School of 
Commerce, Chicago, Ill., says: 





“Greater employment and higher 
income will generate purchasing 
power that will flow into trade chan- 
nels and tend to strengthen prices. 
There is ample evidence of this 
tendency at present. 

“In this connection, it should be 
pointed out that salaries of white- 
collar workers and middle-income 
groups will not rise appreciaby 
with the result that their real wages, 
i.e., purchasing power, will be re- 


duced.” 


* * ay 


DONALD M. DWYER, manager of 
C. R. Strange, Inc., Binghamton, 
N. Y., says: 

“] think that shoe retailers have 
reason to feel proud of the manner 
in which the industry is adjusting it- 


self to current conditions. We are 
thankful that the government is not 
confining its buying to a few shoe 
factories as during the World War, 
but is spreading shoe orders over a 
wide area and among both large 
and small factories. And retailers 
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have learned their lessons, too, from 
past experience. Most of the abuses 
which afflicted retail trade following 
the war will be avoided this time.” 
* * # 
CLYDE K. TAYLOR, secretary of 
“the Michigan Retail Shoe Dealers 
Association, gets out a mighty fine 
Foot-Steps bulletin for the mem- 
bers. It is brief, punchy and breezy 
—telling the merchants to get to- 
gether and stick together. Natu- 


rally,.we are pleased at the orchids - 


thrown our way in the opening 
paragraph: 
‘What Deserves to Live—Lives’ 

“An editorial under the title “What 
Deserves to Live—Lives’ is reprinted in 
full elsewhere in this issue use we 
believe that the opinions of Arthur D. 
Anderson, editor of the Boot & SHOE 
Recorper, are worthy of every shoeman’s 
undivided attention. It is more than a 
mere editorial; it is more than an in- 
spirational sermon; it is a warning to 

oemen to keep an even pace if one ex- 
pects to survive these troublous times. 

“Speculative buying, Mr. Anderson 
points out, is dangerous. Undue raising 
of prices will spell the death knell of 
sound and profitable American business. 
Be sure to read this editorial on another 
page and you will more than profit by 
Arthur D. Anderson’s keen analysis.” 


R. J. Schmidt, president of the 
M. R. S. D. A. makes the announce- 
ment: “The Michigan Annual Shoe 
Fair will be held in Detroit on 
January 11, 12, and 13, 1942. This 
is the decision of your Board of 
Directors by their votes cast — 
Grand Rapids 6—Detroit 10. One 


director did not vote.” 
* . * 


WE picked up an interesting gadget 
at Lefcourt’s on Madison Avenue, 
New York City, some time ago and 


had a lot of fun with it. It looked 
like a shoe horn but wasn’t. It had 
a flat, spade-like, thick blade. We 
took it around to the various shoe 
stores we call on in New York and 
believe it or not, there wasn’t a 
man who could tell us its shoe use. 
So we “ups” and sends the tricky 
little gadget down to Texas, causing 
quite a commotion there—which 
wound up with: “We give up. 
What the hell is it?” 

So we wired back: “When a 
gentleman’s gentleman puts on a 
gentleman’s riding boots, he uses 
the trouser spade to tuck the pant 
leg into the boot.” 

Well, the gadget rates $5.00, as 
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gadgets go but it also shows that 
you can sell anything, somewhere, 
sometime. 





JAY IGLAUER, chairman of the 
Taxation Committee of the N. R. 
D. G. A. and vice-president of. The 
Halle Bros. Company, Cleveland, 
Ohio, says: 

“We know that many opponents 
of sales taxes in one form or an- 
other believe that the only real safe- 
guard we can have for the ultimate 
repeal of sales and excise taxes is 
to make the consumer forever con- 
scious of their presence. Under 
semi-war conditions we came in- 
evitably to the conclusion that if 
such taxes had to be imposed for a 
period of years (and nobody knows 
how long) the more we could sugar- 
coat the pill the ‘better it would be 
for public morale. 

“Second, we concluded that the 
imposition of an excise tax on as 
broad a base as possible would 
spread the burden and would not 


discriminate against certain indus- 
tries; and would above all, permit 
an increase later in the tax rate on 
this broad list much more readily 
than if we had to increase the rates 
on the specific list or add additional 
items to it. 

“The imposition of substantial 
rates of excise tax on selected com- 
modities is highly discriminatory to 
industries producing the taxed arti- 
cles. It imposes burdens of admin- 
istration upon those taxed indus- 


tries and upon the distributive in- 
dustries connected with them, while 
leaving other producers and dis- 
tributors free of such burdens. 

“Speaking frankly, in our opinion 
the emergency requires and expedi- 
ency dictates that the more imper- 
ceptible these excise taxes are made 
to the general public, the better. 
Moreover, a general manufacturers’ 
tax can be made to yield a larger 
revenue than the combined pro- 
posals of the Treasury and the Joint 
Committee.” 





























“Hey conductor—| dropped my commutation ticket on the floor and this one-man 
blitzkrieg punched out nine trips.” 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


THINK 


AS you ride through the Susquehanna Valley you see 
at every corner and along the highway the bold word 
THINK. It’s a mighty fine word, even though it repre- 
sents mental exercise that’s rarely indulged in, over and 
above the thinking for today and a few days plus. 

But the time has come to really do some thinking 
about your own business. Remember this, the course 
you pursue now and during the present emergency will 
have an important determining effect on you and your 
business when the emergency is over. 

Put your house in order—is easier said than done, 
but unless you do, you are going to be vulnerable to 
the first bad storm that sweeps the field of retailing. 
Retailing is pretty good as of now. If you are taking 
in the money, you have an opportunity to straighten 
out your finances and get on a discount basis. That’s 
the first thing, because you want to be assured of a 
continuing source of supply. Curb your extravagances 
when it comes to expenses. It’s so easy to dribble the 
money away, if the daily intake is better than normal. 

Now is a ripe time to put your store in order. You 
can’t continue to do business in a dump and the mer- 
chant who thinks that the public is coming his way, 
regardless, is doing a little bit of free and loose thinking 
that gets him nowhere. This is the time to plan a new 
front and reburnish the interior. Put in new carpets. 
Make your store inviting. It is better to spend the 
money that way than to have it taken away from you 
other ways. Think! 

It’s only in a time of plenty that you can plan the 
new way. You want to be in a stronger position at the 
end of this emergency. An inviting store is the best 
asset. You know how far to go in modernizing your 
store. If you are selling shoes at higher prices, air- 
conditioning is almost a compulsory MUST in mer- 
chandising. If you have a small town store, a new 
glass front will do miracles in toning up your business— 
that is, providing you can get the glass and the workers. 


It’s all very well to hold in abeyance these improve- 
ments, but drifting never got a business anywhere. 

Some of the consumer groups are beginning to be a 
little bit itchy on the subject of mark-up. They are 
beginning to ask questions as to why something that 
costs 60 cents at the factory is charged to Mr. and 
Mrs. John Q: Public at $1.00. They say: “Forty cents 
for what?” This subject comes up from time to time 
and every merchant has difficulty in explaining it. Re- 
member, there are a lot of boys and girls who have 
taken courses in economics and they know something 
about the retailer's mark-up. Remember, also, there 
are millions of people in clerical and office work who 
are not going to get raises in pay and who are already 
subject to the increased cost of living. These people 
are going to be more articulate as time goes on. 

Now here’s a suggestion. Adopt the form used by 
the National Retail Dry Goods Association. It recom- 
mends a modified form of operating statement useful in 
classifying the economic costs of retailing and reminding 
consumers that many of the retailer’s costs of doing 
business are essentially in the nature of production 
costs. Goods as they are produced by manufacturers 
are not yet ready for final consumption by consumers; 
before the consumer can even contemplate their pur- 
chase certain additional costs must be incurred. The 
goods must be bought, they must be transported to the 
retailer’s place of business, they must bear the costs 
of maintaining that place of business, they must be 
received, marked, placed in stock, and advertised—all 
before it is possible for the consumer to consider pur- 
chasing the specific merchandise. Allocate the costs of 
certain functions to the cost of merchandise rather than 
to operating expenses. 

To give you the theory of the thing: The first cost 
of the goods include—inward freight, express and 
truckage—63.3 per cent; occupancy (rent, etc.) —4.8 

[TURN TO PAGE 55, PLEASE] 
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Ed Freeman Has an Object Lesson in the Importance of Establishing and Mainteining 
a Sound Credit Standing with His Merchandise Sources. 


by THOMAS N. YOUNG 


A FEW months had slid by since the day when Ed Free- 
man had ordered his Spring line. The expected bargain 
had turned out to be pretty indigestible. Ed had paid 
cash for the order on delivery. That had depleted his 
capital. January and February business was slow. But 
the bills, rent and light still had to be paid. Those 
Spring shoes wouldn’t begin to show a profit until April. 
Bargain or no bargain, he was realizing how right Jack 
had been in cautioning him not to get out on a limb with 
his entire capital. 

He looked at the calendar—March 7. Then he gasped. 
The thirty-day credit on those Simpson Company bills 
had become sixty days. He’d surely hear from them 
about it. In the back part of his mind, the last two 
months, he’d been nagged by this very fear. Even the 
evening with Miss Perkins had been spoiled recently by 
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his worry. What would she say if she knew he had 
ignored her father’s advice. She’d probably think it 
served him right. It did, too, after all his good resolu- 
tions to heed Jack’s experience. Could he take it when 
it was offered? No, he had to rush out to show what a 
good business man he was. Now he was sixty days 
behind in his bills. A fine showing! 

Jack never indicated by word or deed that he recog- 
nized the situation. Not even when Mr. Jenkins, the 
Simpson Company’s salesman, arrived unexpectedly did 
he look as though he thought anything was amiss. 

“Well, well, how’s everything?” Mr. Jenkins asked 
breezily. “Just going through town on my way to 
Columbus. Thought I’d drop off and invite you to visit 
the factory. You haven't been there since you started, 
and Mr. Breen, our president, you know, would like to 
show you the Spring line in the works. Nice to see you. 
We'll expect you in a day or two then? Goodbye, Mr. 
Perkins,” he bowed out. 

Ed sank into a chair. Fortunately there wae no one 
in the store at the moment. “You see, Jack?” he said 
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in a hollow tone, “The credit manager’s worried about 
me. When I go up, the president’ll tell me I’m out of 
business. And I thought I was so smart!” 

“Hey, fella,” Jack smote him lightly on the shoulder. 
“Simpson Company backs their men to the limit. All 
you've got to do is tell them what you did and why. 
You'll come out all right. I’m not saying you're not in 
for a session, though, in proving it. We'll get the data 
together on your past performance and future sales and 
you'll win through. Buck up, lad.” 

Ed’s heart was in his boots as he assembled his facts 
and took the train. The ride was nothing to console him. 
At the factory the president greeted him as though every- 
thing were fine. He took him through the factory, ex- 
plained the processes of the new shoes in the works. The 
shoes were almost identical with those he had bought. 


EPISODE V 
CREDIT RECKONING 


RETAILING 


Ed’s heart was at zero when they re-entered the presi- 
dent’s office. 

“Now let’s see how you've been doing,” the president 
exclaimed. 

Ed laid out his performance sheets. He explained in 
detail his unfortunate purchase of 600 pairs of red 
suedes and evening slippers. He told of his mistaken 
handbill venture and extra advertising. Lastly he went 
into detail about the Spring line purchase he’d made 
which had used up his capital and made him run be- 
hind on his bills for Simpson Co.’s re-orders. 

“Yes, we heard about those little ventures,” Mr. Breen 
said mildly. “Jenkins ran into the jobber’s man, and 
he boasted of taking the Spring business away from us. 
We were surprised, as you'd seemed so pleased with 
Mr. Jenkins’s co-operation in seeing you didn’t order 
the wrong merchandise. But I’m not blaming you. You 
wanted to try your own mettle, didn’t you?” 

“Yes, sir,” Ed stammered. “How. did you know?” 

“All youngsters make the same mistake when they 
start out,” the president explained. “They think they can 
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“Now let’s see what you've been doing,” said Mr. Breen, as Ed brought out his figures, and 
proceeded with some embarrassment to explain his mistaken ventures. 


beat experience. But experience has a way of coming 
out ahead. 

“Do you realize how much luckier you are than most 
of them? You had a capital of five thousand to start 
with. So you could afford a couple of mistakes. The 
average man starts with but two thousand. Every move 
he makes must be right. Let’s see where you got off on 
the wrong foot. By the way, the credit manager tells 
me you're sixty days behind in your bills. We'll have to 
correct that, you know. A loss of credit standing is 
much worse in the long run than a loss in profit. 

“When you open a line of credit you can maintain it 
as long as you keep a constant eye on the turnover per- 
centage in relation to capital, sales to capital, capital to 
inventory, and inventory to sales. 

“Suppose you have 90 per cent of your capital in 
inventory. Then you're at the mercy of your creditors. 
But if you have 60 per cent of your capital in inventory, 
you, as a store owner, will play it safe. However, as 
soon as your sales drop, you, again, as a new owner, 
must drop your purchases in order to play it safe. 

“Let’s see what this means in your case. When your 
bills are due and your turnover affected, you choose 
that moment to buy your entire Spring line. Conse- 
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quently you have no more unused capital, so you be- 
come a 60-day account and the credit man wonders 
what on earth has happened to your credit. This $0.55 
saving on your Spring line won't produced until your 
complete April and May sales are in.” 

“I know that, sir,” Ed broke in. “But I thought you'd 
be pleased when I made enough extra money on it to 
clean up the other mistakes I made. I also thought it 
would clear the way for my Summer purchases.” 

“One thing at a time, my boy. Your April and May 
profits first have to be realized and here you are already 
a 60-day credit account. We've got to keep you on that 
basis until you work out of this and not let you get 90 
or 120 days behind. You realize that, don’t you?” 

“Yes, sir. But with sales remaining as they are | 
should be able to take care of bills now as I go along.” 

“And not restore your capital structure at all? No, 
my boy, you'll have to take your loss on those novelties 
and get yourself a little capital at the same time. The 
bank can’t like your running even and barely able to 
scrape up rent and light, either.” 

“They've been too nice to say so,” Ed admitted. “But 
I know they don’t. I’ve sold just 28 pairs of the novelties. 

[TURN TO PAGE 39, PLEASE] 
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MEN'S SHOE WEEK 


Sept. 13 to 20 is National Men’s Shoe Week for the 
fifth consecutive year under Boot anp SHOE RECORDER 
sponsorship. Five years that have marked ever in- 
creasing interest among men in more varied footwear 
wardrobes, greater interest in color, an ever-broaden- 
ing collection of styles. To keep the ball a-rollin’ every- 
cne interested in men’s shoes, from leather man to re- 
tailer, is asked to participate in this year’s Men’s Shoe 
Week. 


Retailers in particular should take an active interest 
in National Men’s Shoe Week for very practical reasons. 
A pre-sold market means more pulling power for your 
Fall promotions of men’s shoes. A pre-sold market 
means easier “extra pair” sales at the fitting stool. 

When a man gets to thinking consciously about his 
shoe wardrobe—understands and appreciates the smart- 
ness of style, and the saving of service, in a well-selected 
shoe wardrobe, based on the requirements of his own 
activities—he becomes a regular customer for MORE 
shoes. Past experience has proved that “replacements” 
alone are not a sufficient source for a good men’s shoe 
business. We've got to do more than keep a man’s feet 
off the ground, we’ve got to get his feet (and shoes) on 
his mind, to make him a better customer. True, there 
are more men than ever “shoe conscious,” but there are 
still millions to convert—and stores in every community 
have in Men’s Shoe Week the opportunity to do a real 
educational and informative job. 

[TURN TO PAGE 36, PLEASE] 
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BOOT AND SHOE RECORDER offers 
THREE CASH PRIZES 
for Best Window Displays featuring 
NATIONAL MEN'S SHOE WEEK 
FIRST PRIZE .. . . $25.00 
SECOND PRIZE . . $15.00 
THIRD PRIZE .. . $10.00 


Rules of the Contest 
. Photog must be of windows installed in retail stores for 
this year's National Men's Shoe Week. They must be clear and 
not too small. Display men employed by retail stores or mer- 
chants who plan their own displays are eligible. 
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IN ADS 


. The name and address of the store and the name of the display 


man submitting the photograph must appeor on the back of the 
print. Do not write heavily enough to mar the face of the print. 


. All entries must be postmarked not later than midnight, Octo- 


ber !. Boot and Shoe Recorder cannot undertake to return any 
of the photos submitted. The labor involved is too great. Con- 
testants are asked to cooperate by submitting only extra prints. 


. All information regarding the display must be given in clear, 


legible form (typewritten preferred) on a sheet of paper securely 
attached to the print. 


5. All contestants agree to abide by the decision of the judges. 
. Boot and Shoe Recorder will have the right to publish any photo- 


graph submitted, giving credit according to information ren- 
dered by the contestant. 
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In the midst of its all-out war effort, 
Great Britain finds time to send a trade 
mission to South America to survey pos- 
sibilities for selling leather and leather 
goods after the war. Only a small 
amount of British leather and its prod- 
ucts have gone to South American mar- 
kets in previous years, most of the re- 
quirements being supplied by the United 
States and Germany, but the United 
Kingdom’s leather industries hope to 
drive an opening wedge into a market 
where German firms are entrenched and 
a powerful influence in business circles. 

If the mission’s recommendations are 
followed, British companies will be es- 
tablished in South America, or, as an 
alternative, South American countries 
will be the object of frequent visits by 
executives of British firms. Other plans 
may include the maintenance of stocks 
at strategic locations as German com- 
panies have done, a factor which per- 
mitted at least one firm to supply the 
trade from stocks held in Dutch Guiana 
and the United States at the beginning 
of the current year. 

Ruled out as unlikely because of un- 
availability of exchange, is British trade 
with Peru, Colombia, Brazil and Chile. 
The British mission was reported in a 
Commerce Department report to have 
urged exporters to use caution in dealing 
with these markets until more favorable 
trading conditions exist. 


* * 


CONGRESSIONAL sources are freely 
forecasting that price control legislation 
will be put on ice until Fall or early 
Winter. Administration leaders, cogni- 
zant that a tough battle lies ahead be- 
cause powerful farm and labor blocs are 
out to knife the legislation, are content 
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to let the subject ride, hopeful that more 
vocal consumer backing will develop 
with advances in retail prices. 


* * 


PricE ADMINISTRATOR LEON 


HENDERSON is studying ways to revise. 


his original draft which called for ex- 
ecutive discretion to select commodities 
on which prices would be frozen, and 
there is substcntial backing developing 
in Congress for an alternative price con- 
trol plan which reputedly contemplates 
freezing prices on all commodities with- 
out executive exceptions. The alternative 
plan, attributed to Bernard M. Baruch, 
head of the War Industries Board during 
World War I, may be incorporated in 
the redraft. 

But redraft or no iedreft, it is an in- 
digestible dish to place before Congress 
under the best of circumstances. Signifi- 
cantly, President Roosevelt has side- 
stepped questions on the status of price 
control legislation on several recent 
occasions. 

» * * 


PRICE CZAR HENDERSON, whose 
full-time job as OPCS administrator re- 
cently prompted him to relinquish his 
membership on the Securities and Ex- 
change Commission, is focusing an eagle 
eye on cost-of-living reports from the 
Labor Department’s Bureau of Labor 
Statistics. 

Largely due to increases in food costs, 
living costs in large cities rose by .7 per 
cent from April to May. While one arm 
of the government strains to hold prices 
in line, another arm makes large pur- 
chases at prices designed to encourage 
increased production. Upshot is that 


pork products. eggs, evaporated milk and 
cheese have been upped in price. At 
the same time, a shortage of shipping 
facilities, a development created by the 
Executive branch ‘of the government, « 
tends to hike prices of imported com- 
modities. 

Consumers are also digging deeper into 
pockets to meet higher retail prices for 
men’s overalls and work shirts, furni- 
ture, refrigerators, rugs and gasoline. 


* + 


ABRoGATION of the customary prac- 
tice of classifying hides, kips and calf- 
skins, reputedly threatened since the im- 
position of ceiling prices for hides, has 
so irked Leon Henderson’s aides in 
OPACS that Mr. Henderson has placed 
on the trade responsibility for maintain- 
ing established practice of grading. 


* % % 

Sucu a move, the OPACS warned, 
would break down established standards 
by compelling purchasers to buy lots on 
an unselected basis, unclassified by 
grade, and would interfere with the 
flow of hides and skins into thoce chan- 
nels where they can be used most effec- 
tively. 

At the same time, OPACS issued a 
clarification of certain questions arising 
under the hides price schedule. The 
clarification related to coupons, dry 
hides, and slunkskins; brokers’ commis- 
sions; and special selections. Dealers 
selecting special premium hides from 
ordinary selections to meet requirements 
of specialty tanners who can use only a 
choice selection of special grades may 
be granted exceptions from the maxi- 
mum prices upon proper application to 


OPACS. [CONTINUED ON PAGE 55] 





It’s Your Guess Who’s Right 


Robert E. McConnell, chief of OPM's con- 
servation unit, at a recent press conference 
painted this picture of what consumers will 
face in the future: 

"Until this (defense) program is over, the 
people are going to walk into stores and 
more and more find the merchants cannot 
supply them what they want. Our purchases, 
our habits and our daily lives, perhaps even 
our styles, will be controlled by the require- 
ments of national defense. 

“However, the people of the United States 
might just as well face the simple fact that 
this defense program is going to mean that 
they have few of the luxuries, comforts and 
conveniences to which they have become 
accustomed.” 

Donald Nelson, OPM Director of Pur- 
chases, told the National Association of 
Manufacturers in Pittsburgh, “we shall offer 
the supreme proof of the excellence of our 
living standards if we can greatly increase 
defense production by cutting down on the 
etyles ard colors of things we are making 
for our domestic use." 


Miss Harriet Elliott's Retailers Advisory 
Committee says in an official bulletin: 

"We think, in general it is safe for retailers 
to assume, for the present at least, that 
there is no intention of invading lines like 
women's shoes. Little leather is used in them 
and when it is used it is seldom of a military 
quality. An authority on the subject, close 
to the plan for simplifying lines had this to 
say: 

" "As you approach the personality of the 
buyer you get farther and farther away from 
military lines as a rule. There is plenty to do 
in simplifying lines that bear directly on 
military goods without any invasion of fash- 
ions or styles at this time. 

“We will keep you informed of develop- 
ments in this program. For the present we 
advise everyone not to worry about unneces- 
sary restrictions of fashions and styles. Com- 
mon sense is being applied to the problem 
by defense agencies." 
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As illustrated in photo, left to right . . . 


IN STOCK . . . No. 1621 .. . Saddle 
Oxford, No. 27 Tan Cretan. Double 
Welt, Plateau Last. . . Wheei Heel 


H (Synehro-Flex ) 
IN STOCK . . No. 1614 . . Seamless . . > 
Oxford, Hubschmon Ten Calf Double SMITH SMART SHOES (Flex-Crafted ) 
Welt, Fairway Last, Wheel Heel SMITH SQUIRE SHOES ( Flex-Crafted) 


Synchro-Flex is a patented method of construction found 


IN STUCK . .. No.217.. . Straight only in shoes built by Smith. It gives flexibility unequalled. 
Tip Oxford, Hubschman Tan Call. 
Heavy Stitching, Double Welt, Ken- 
wood Last, Wheel Heel Seat, $6.00 


It enables you to sell assured comfort .. . outstanding 


style... perfectly combined. Know about these great 


lines . . . capital assets for your store . . . Write us 
IN STOCK . . . Ne. 6050. . . Wing 
Tip Oxford, Tan Grain. Foxing, 


Double Welt, Kent Last, Wheel Heel 
P. SMITH SHOE COMPANY 
or Fine Quality Footwear 
for i 
CHICAGO *® IT LLINOIS 
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N. C. Klos, left, with his son, Lawrence, both of whom 
cooperate in running N. C. Klos Shoe Store. N. C. Klos 
will observe his 84th birthday in November. 


N. C. KLOS SHOE STORE WILL SOON CELEBRATE ITS SIXTIETH ANNIVERSARY 


N. C. KLOS SHOE STORE, in Fremont, Ohio, has been 
a successful father and son enterprise for many years. 
N. C. Klos, who will celebrate his 84th birthday in 
November, entered his present place of business in 1881. 
He worked for the A. Hoot Shoe Store until 1896, when 
he purchase the store and changed the name to N. C. 
Klos Shoe Store. He is still active in the business, and 
is one of the oldest shoe men in Ohio. 

His son, Lawrence, began doing odd jobs in the store 
in 1905. In 1918 he took over the active management 
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BOTH FATHER AND SON ARE ACTIVE IN THE ORGANIZATION. 


of the store. At present he does all the buying and sell- 
ing of merchandise, all the window trimming, and other 
necessary jobs. 

N. C. Klos writes: “We have been consistent readers 
of Boot anp SHoe Recorper for a good many years. 
We found it to be very helpful in forming our opinions 
on future purchases and style trends. Its editorials and 
various news topics have been interesting. We honestly 
believe the Recorper has been a great help to us through 
the years we have been in business.” 
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BAMBI 


ALLIGATOR DOESKIN 


is a master fashion mix, combining the interesting 
pattern of alligator and the deep, rich beauty of 
doeskin. This youthful looking leather can be pro- 
moted for college and town accessories. Newly- 
slung straps, buckled pumps, town flatties are shoe 


fashions of real news when they are made in 
BAMBI ALLIGATOR DOESKIN. This new ver- 
sion of doeskin is available in Rico Brown, India 
Brown, Winter Apple, Darby Green, Bluejacket, 
Dophin Grey, Paniola Tan, Beaver and Black. 


STANDARD KID DIVISION 
«Mie Kid 


209 South Street, Boston, Massachusetts 
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Appropriate atmosphere and separate location 
produced gratifying sales results in El Paso store 
of Given Bros. 


DEPARTMENTIZATION 
INCREASES MEN’S BUSINESS 


Experience and Study Convinced Given Brothers That 
a Separate Men's Shoe Department with a Distinctly 
Male Atmosphere Is a Prime Essential in Developing 


CHARLES GIVEN, president of the Given Bros. Shoe 
Co., El Paso, Tex., operators of a group of 15 highly 
successful Southwestern stores, believes that, if family 
business is to be developed, the men’s line must be com- 
pletely separated from the women’s. Like most other 
combination operators, the Given Company has taken 
more interest in the women’s business than in the men’s 
department, mainly because of the greater consumption 
in the former classification. But several years ago the 
management decided it was “missing a bet” on the male 
trade and set out to find the difficulty. After questioning 
numbers of friendly customers, the company found what 
seemed to be the answer—the average man simply 
doesn’t like to buy shoes in the presence of a strange 
woman. 

Because it is a very old organization—has been in 


32 


Maximum Sales Possibilities. 


business some 30 years—the Given company was get- 
ting a fair share of the male business anyway. After 
their wives and children had been buying Given shoes 
for about so many years, men would come in with the 
rect of the family. But the company wasn’t getting 
enough new business. Apparently, the average strange 
man was “scared away” by the prominence given 
women’s shoes. 

The only solution seemed to lie in complete depart- 
mentization. The company first tried out the idea in its 
headquarters store at El Paso, got such outstanding re- 
sults that the same plan was incorporated—on an even 
larger scale—in the newest store at Albuquerque, N. M., 
and will be carried out in all future new units and re- 
modeling jobs. Men’s sales in the El Paso store have 

[TURN TO PAGE 40, PLEASE] 
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Rock Maple Last Blocks from carefully 
selected quarter-sawed logs are thor- 
oughly seasoned for more than two 
years in sheds, kilns and bins. 


Here the last block is shaped. The block 
revolves at a moderate rate while high- 
speed cutters accurately duplicate the 
intricate contours of the master model. 


After the turning operation the last sur- 
face is rough with heel and toe unfin- 
ished. It then goes to skilled craftsmen 
who trim, sand, polish and check all 
dimensions with minute exactness. 


There are two all-important factors in last making — 


STYLE and FIT. The precision with which our lasts are 


graded has earned for us the reputation of making 


the best-fitting lasts in all sizes and widths ever pro- 


duced in the history of the industry. 
UNITED LAST COMPANY 
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COLOR SCHEMES Tor FALL 


“MATCH, blend or contrast your colors, take your 
choice. You'll be smartly dressed whichever you choose, 
provided you follow a few simple rules.” That’s what 
you can say to your customer, hesitating between a 
black, a brown or a blue first Fall shoe. And if you can 
tell her the basic rules for Fall 1941 color co-ordination, 
you may be able to sell her more than one pair of shoes. 
Anyway she will be certain to be pleased with the one 
pair she does buy and will have increased respect for 
your style information. 

Here are the three types of color co-ordination you 
can tell her about as a guide to her choice of shoe and 
accessory colors. 


1. MONOTONE CO-ORDINATION 


In a monotone ensemble everything in the costume 
is exactly the same color . . . costume, shoes and all ac- 
cessories, even including stockings. The monotone idea 
is a definitely high fashion idea. Colors for monotone 
co-ordination are all dressy colors. Nutria brown . . . 
the new brown taupe. Olive green. Red . . . the fruit 
or patriotic shade, not the orangey red. Black. Please 
note that an all-black costume . . . with not a touch of 
contrasting color, not even in the stockings . . . is used 
only for dressy afternoon and informal dinner clothes. 
This is the much talked of Siren costume—very sophis- 
ticated, very feminine, demanding a special Siren type 
shoe. We suggest a high-heel strap with open back and 
full round closed toe . . . definitely new in feeling and 
very high fashion. 


2. TONE-ON-TONE CO-ORDINATION 


In a tone-on-tone ensemble, costumes, shoes and ac- 
cessories . . . and don’t forget that stockings follow the 
rule of other accessories this Fall . . . are all in the same 
color but in two or three tones of that color instead 
of all exactly matching each other. 


3. CONTRASTING COLORS CO-ORDINATED 


In ensembling a costume with two or three . . . never 
more . . . contrasting colors great care is needed to 
choose colors that go attractively and effectively to- 
gether and that are in right proportion. The most be- 
coming or the most neutral color should be used in the 
larger areas of the costume. The two less important 
colors should be used in about equal quantity. 


Here are some important co-ordination ideas for Fall. 
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Make a note of them and tell your customer about them. 
1. Accessories and shoes matched to furs. 2. Shoes 
matched to the costume with two other accessories in a 
contrasting color. 3. Shoes and one or two accessories 
matched to each other but contrasted with the costume. 


Important to note is that most of the new costume 
colors take brown shoes equally as well as black. For 
one thing, brown furs are stronger than ever and, as 
already noted, shoes matched to furs is an important 
Fall coordination idea. The main reason for the impor- 
tance of the brown shoe family is, of course, the fact 
that brown... or tan. . . leathers look well with nearly 
all the new ready-to-wear colors. 


LEADING READY-TO-WEAR COLORS 


Aside from black . . . being promoted as a very early 
color . . . there are five leading costume color families. 
Number one volume color, in accessories and all types 
of costumes, is Air Blue, featured in the May 17 
Recorper. Other blues range from navy to greenish 
greyed blues. More important still is the Beige to Tan 
to Brown family, covering a wide range of shades from 
natural to medium to dark. Then there are the Reds 
in many tones from a light rosy to a deep maroon 
shade; the Greens from a new greyed green to a deep 
bottle green; the Purples from plum to a light greyed 
shade; and, last of all, the neutrals . . . the gunmetal 
greys and the taupes. You will notice that there are 
many greyed shades this year. These colors, covering 
every type of costume, all take brown or tan shoés as 
a smart accent or blending color. This does not mean 
that you will sell your brown shoes to go with every- 
thing. It does mean, however, that here is an excep- 
tional opportunity to build up brown sales. And don’t 
forget Kona Red, another wonderful color for nearly 
every costume color. Tan and Kona Red will sell, both 


with and without bootmaker finish. 


THE NEW IDEA IN STOCKING COLORS 


Taking their cue from the official colors of the Textile 
Color Card Association, all the leading stocking houses 
are dyeing stockings to match or closely blend with lead- 
ing costume and leather colors. The T.C.C.A. lays spe- 
cial stress on the new darker colors in their Fall color 
card. Black Rhythm, for example, for smart harmoniz- 
ing with black shoes. Brown Butter for Golden Tobacco 
shoes. Smokehaze for taupe. Aerobeige for Air Blue 
and other military blues. 
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THREE TYPES OF COLOR CO-ORDINATION FOR THE COM- 


ING SEASON COVER ALL INCOME BRACKETS AND TASTES. 
NEWEST EXCITEMENT IN ACCESSORIES IS THE IDEA OF COL- 
ORED STOCKINGS KEYED TO COSTUME AND SHOE COLORS. 


by 
ELEANOR M. 
RUTLEDGE, 


Fashion Editor 


This taupe grey woolen coat .. . 
of Forstmann’s Chellita . . . worn 
over a matching dress in a lighter 
weight wool illustrates the trend 
to subtle color combinations. In 
this ensemble the fur collar, shoes 
and accessories are in a soft shade 
of brown, blending with brownish 


grey of coat and dress. 





Men’s Shoe Week in Windows and Ads 


[CONTINUED FROM PAGE 22] 


Cooperative promotion is suggested 
because it eliminates all feeling of 
“selling pressure.” Attention is directed 
to the BIG IDEA. And men feel cer- 
tain that style suggestions are unbiased 
when they are given cooperative en- 
dorsement. Further, a more elaborate 
and impressive program is possible 
when several stores work together. Ex- 
perience has long taught shoe men in 
many communities that no store need 
lose any of its own personality through 
cooperative effort. In fact the set-up 
for cooperative promotion is on hand 
in so many towns that suggestions may 
be omitted here; however, if you chance 
to need a plan for cooperative action in 
your city, please write promptly. We 
will gladly suggest the needed commit- 
tees to carry out a promotion program 
satisfactorily. 

At the first get-together of execu- 
tives from various stores, two promo- 
tional angles should be considered. 
First, ideas to dramatize the “shoe 
wardrobe idea,” featuring “use of 
shoes” suited to various activities and 
the shoes essential to a balanced ward- 
robe for the average well dressed man. 
Local conditions will determine which 
“typical” wardrobes need to be stressed 
—for the college man (followed by high 
school students)—for the young busi- 
ness man—for the older man. KEY 
YOUR WARDROBE PROMOTION 
IDEAS VERY CAREFULLY TO 
YOUR LOCAL CONDITIONS. Don’t 
go so far beyond your customers that 
they will react unfavorably. Second, 
list the Fall style features that will be 


general enough for cooperative presen- 
tation and endorsement. Each store 
will have individualities, but such out- 
standing features as brown, bluchers, 
the military trend, side walls, heavier 
shoes, antiquing are certain to be found 
in all stores, and you'll probably find 
others locally featured by most stores. 
Such things as newspaper and display 
plans should be pretty well decided at 
this first meeting. Individual commit- 
tees will take care of various detai's 
once general plans are made. 

A second meeting should be planned 
to include the press and other publicity 
possibilities, including important local 
custom tailors, men’s clothiers and s° 
on, wherever cooperation may be gain- 
ed. There are three angles to news- 
paper publicity: ads, style articles and 
news stories. Each should be fully 
used. Reproduced is a style page from 
the Los Angeles Examiner of April 26, 
which is splendidly adaptable to co- 
operative promotion, even to variation 
in space to meet local needs. Heading 
can be changed to read, “Men! Here’s 
the News About Your Fall Shoes.” 
Subtitle, “All of these correct new Fall 
shoes are shown by leading local stores 
for National Men’s Shoe Week, Sept. 
13 to 20.” Follow with copy telling 
about the event, and its helpfulness to 
men who wish to dress correctly and 
an invitation to “visit your favorite 
store.” In addition, there should be ads 
by individual stores for the opening and 
as follow-ups. By the way, the big 
style ad will make a fine mailer—espe- 
cially if you also get a good write-up 





Spectators Feature of Outstanding Window 


New York.—"Brown and White ee were featured in this attractive 


window of Franklin Simon recently. 


pectators took the limelight, and other 


matching accessories were shown. The model perched on the pedestal at the 
right strikes a note of galety. 
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about the various shoes in a well bal- 
anced wardrobe on the style page of 
your paper, with illustrations, which 
can be reproduced and included with 
the style ad. Publicity stunts can be 
planned (and planted) to make the 
news columns. As we have often sug- 
gested, be cooperative with your paper. 
The editor is besieged by people and 
groups with axes to grind. Give him a 
chance. Create news stories that can 
be reported as interesting news. How 
about a prominent man (or men) 
selecting what they consider a good 
Fall shoe wardrobe from shoes from 
all participating stores? Or girls? Or 
perhaps an important custom tailor 
placing shoes of various types on mia- 
terials with which they are propeftly 
worn? Supply the photographer if the 
newspaper cannot. 

Third meeting to remember is that 
of the personnel of the participating 
stores, possibly a dinner, at which 
speakers will tell the purpose of the 
event, discuss the styles cooperatively 
featured, and rouse interest generally. 
All of this sounds like a lot of prepara- 
tion, we know, but it is thorough plan- 
ning, and a complete plan, that makes 
for the success of any promotion pro- 
gram. Distribute ribbon badges— 
orange or brown on light blue ribbon, 
printed locally—and also caution sales- 

[TURN TO PAGE 50, PLEASE] 


A Cross Section of 
America’s Best 
[CONTINUED FROM PAGE 24] 


are very good, espe ially with new de- 
velopments in finishing the leathers. 

One color that is getting a lot of use 
is Yankee Brown. It’s a happy me- 
dium shade that is neither too light 
nor too dark but one that fits right in 
with the present picture in street shoes. 

Increased comfort emphasis in men’s 
shoes is still a much stressed point. 
Brogues for street wear show a trend 
toward wider toes with plenty of wood 
in the forepart. Walled and plateau 
lasts are very good, more generally ‘so 
in the more casual styles but al-o seen 
in the definite street types. 

Despite the talk of leather shortages 
and rising prices, the amount of leather 
used in men’s shoes has shown no in- 
dication thus far of being cut down 
in either the uppers or underfoot. 
Rather the reaction is that the cus- 
tomer will overlook the price question 
in favor of appearance. Soles are 
wanted heavy and they’re getting them, 
with manufacturers even going so far 
as to include three soles. This is ex- 
ceptional but in general half double 
and full double soles are the rule. 
Heavier grained and treated uppers are 
in demand and Scotch grains are com- 
ing into their own in a volume way. 

However, despite the heavy appear- 
ance and ruggedness of men’s Fall 
shoes, flexibility is an important factor. 
Several new developments have been 
made that allow the heavy soles but 
still retaining the flexible factor. 





Boot and Shoe Recorder 





To CREATE CUSTOMERS: ADD TO APPEARANCE 


To HOLD CUSTOMERS: ADD TO PERFORMANCE 
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Celastic adds to the appearance of footwear by 
accurately reproducing from the last the lines 
which establish toe character. Shoes fashioned 
with Celastic become Matched Pairs. 


Celastic adds to shoe performance by creating 
a durable toe structure. With Celastic, the box is 
true to the last—trim and firm in the shoe. On 
the foot, the toe lining remains wrinkle-proof. This 
means greater comfort for the wearer and more 
satisfactory performance. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





SHOES look fetter 
Alaged on 


MOHAWKS 


The right vase helps florists sell flowers! Colorful, beau- 
tiful Mohawks help you sell shoes! The deep, soft pile 
of Mohawk has other important sales points, too. It 
coaxes customers’ steps from test to sale! It keeps 
scratches off the soles of fresh, new stock. Woven to 
wear, there’s a Mohawk right in style, color, texture and 


price for your store. Write Mohawk before recarpeting. 


Mohawk Carpet Mills, Inc., Amsterdam, New York. 


yon ig 


DESIGNED TO SELL SHOES 





Successful Showing Held 
in Pittsburgh 


PittsBuRGH, Penna.—Shoe retailers from the entire 
Tri-State district visited the sixth annual Shoe Mart at 
the William Penn Hotel on Sunday, Monday and Tues- 
day, July 6, 7, 8, to inspect lines shown by more than 
68 shoe manufacturers. The three-day Fall showing of 
shoes was climaxed on Monday evening by a banquet 
at which George Hutchins, president of Pennsylvania 
Shoe Travelers’ Association, Ernest Lampl, president 
of Pittsburgh Shoe Retailers’ Association, and J. D. 
Poske, secretary of Pittsburgh Shoe Retailers’ Asso- 
ciation, were the speakers. Philip Landish, head of the 
Tri-State Shoe Mart, was toastmaster. A dance for 
visiting retailers, manufacturers’ representatives and 
their wives was held in the ballroom of the hotel after 
the banquet. 

Sam Levine, buyer for the Parisian Shoe Shop in 
the Roosevelt Hotel, took visitors on an inspection tour 
of the exhibitors. Jack Gilles of E. E. Taylor Corpora- 
tion pointed out that the military style shoe is going 
over with*a bang for wear by men on the street. The 
garrison, officer's, and aviator’s type shoes are being 
worn by most men. The latter style is very popular in 
tan and black. This style will be remembered by many 
retailers as the old monk strap shoe. Genuine shell 
Cordovan is a good bet. Spade antiques with dark finish 
are good sellers in the Pittsburgh district. There is a 
new non-skid smooth rubber sold in men’s shoes that 
should sell well. 

While not as prevalent in women’s shoes as in men’s, 
the military angle is stressed with the square toe and 
squarish type heel. These are selling well as they are 
plainer than other styles. Most women’s shoes are tend- 
ing to the plain side, since fewer dies are needed on 
this type and dies, due to National Defense, are rare. 
Other. types selling well are spectator stepins and an- 
tique calf. Alligator is also selling well as the moderately 
priced and higher priced shoes are outselling the 
‘cheaper brands and styles. 

Because of the war and a lack of Parisian designs, 
the Western type shoe is selling well. These are sold in 
boots, oxfords and pumps, with Western heels in all 
styles. Some showing also of the high Western boots in 
cowgirl models. It was pointed out that in women’s 
shoes, suede, alligators, black, tan, with open toes are 
selling steadily. Closed toes are also selling well, as are 
dressy high heels and Cuban heels. In fact, most of 
the exhibitors agreed that for once most everything was 
selling. This show was attended by more retailers who 
bought more shoes than ever before in the Mart’s his- 
tory. 

In children’s shoes patent leathers in straps, and ties, 
oxfords and pumps are selling well. About five per 


[TURN TO PAGE 45, PLEASE] 
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Children’s Shoes 
Especially 








LINING 
Say Makers of... 


junior footwear 


FLEXNAP, the scientifically proc- 
essed, one-piece vamp lining used 
in EDWARDS and other fine chil- 
dren’s shoes, is the ideal shoe lining 
for busy little feet. It provides cool, 
“air-conditioned” comfort, protects 
against perspiration damage. 


Every maker and distributor of children’s 
shoes should have the whole stary on 
FLEXNAP and how it belps sell more 
shoes. Write for booklet. 


W.S. LIBBEY 
COMPANY 


LEWIS 
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Retailing 


[CONTINUED FROM PAGE 21] 


They cost me $2.10 for 600 pair, $1,260 | 
altogether. I sold them for $3.95 and | 
_ called it $51.80 profit.” 


“Of course, it’s not a profit,” Mr. 


| Breen said gently. “Its just $110.60 cut | 
off your investment of $1,260. You'll | 
have to sell them to an auctioneer and | 
write it off as experience. At that you’re | 
lucky you could pay for them and not | 
have them get a judgment against you.” | 

“Oh, my gosh,” Ed breathed, as what | 
| he had escaped became clear to him, not 
| only in the case of the evening slippers 
and open-toed novelties but in the order- | 
| ing of his Spring line. | 


“That’s where ordering from one 


| house comes in handy,” the president | 
| pressed. “The salesman keeps an eye | 
on the new store owner and sees he | 
| doesn’t get over-extended at any time.” 

“What should I be ordering?” asked | 
| Ed humbly. 
| “Lets see; you should turn your capi- | 


tal two to two and one-half times a 


| year. If the mark-up is right on your 
| five thousand, you should do a fourteen 


thousand a year volume. You buy at 


| $2.10 and sell at $3.95. You, therefore, 


sell a few at the same price, when you 


| buy at $3.95, and sell the balance at 
| $5.00, to give you an average mark-up 


of 40 per cent which you have to have 
in a store of that kind. 

“You have seen that our estimate of 
ten pairs of comfort shoes a week was 


| right; these make 20 per cent of your 
| total sales, 16/8 is the heel choice on 


these. Pumps form 70 per cent of your 


| total women’s sales and the step-ins and 
| fancy patterns are included in this 


group as well. Oxfords never run more 
than 10 per cent of your total volume, 
isn’t that right?” 

“Your original estimates have been 
uncannily accurate,” Ed admitted. 

“If we were right on what they’d buy 


_ as far as patterns were concerned, why 
didn’t you think we’d keep you posted 


if it were really necessary to stock a 
novelty?” the president pressed. 
Ed shook his head. “I didn’t look at 


| it in that light,” he’ tried to explain. 
“I thought I was missing something.” 


The president smiled. “Mytown isn’t 
Detroit,” he pointed out. “And My- 
town can’t hope to show the novelties 
as they come rolling out. Detroit will 
always get that novelty business from 
you. Your job is to supply the home 
folks with what they want and not cast 
your eyes at something you can’t have 


| anyway.” 


“T’ve learned that,” Ed said hastily. 
Mr. Breen let him sit and think a 
minute. Then he put in one more word, 


| “What are you going to do now?” 


“Sell those novelties as you suggest 
and get a little money in the sock; work 
like the dickens and pay off my bills. 
You won’t hold this against me, will 
you?” he asked anxiously. 

(TURN TO PAGE 53, PLEASE] 








Wm. E. Marek 
MANAGER 


HEALTH SPOT SHOE SHOP 
21 E. ADAMS ST. 
PHOENIX 


Before going to the Health 
Spot Shoe Shop in Phoenix, Mr. 
Marek had a successful expe- 
rience in a Health Spot Shoe 
Shop in another locality. 


At his own request, he was 
transferred to the Phoenix store 
when that opportunity came up. 
Under his able guidance, this 
store is making very substantial 
gains. 


It’s easy to build up a nice vol- 
ume on Health Spot Shoes, be- 
cause satisfied customers return 
again and again for additional 
pairs, and recommend them to 
their friends. 


You do not have to make any 
kind of investment to operate a 
Healih Spot Shoe Shop. 


Your ability to get along with 
customers, combined with satis- 
factory performance, will build 
customer following. As_ the 
store’s volume increases, profits 
go up and so does your income 
(based on a regular salary plus 
a liberal share of the profits). 


If you can furnish satisfactory 
references as to character and 
past employment send for an 
application blank today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











ur NEW square effect 


Conrad's interpretation of the French Last . . . 


- The Roxy—destined to be the Season's Fastest- 


Moving Style. 


The above patterns, 
26160 in Eisendrath’s 
Black Adonis Calf 
and $7160 in Eisen- 
drath’s 152 Tan 
Calf. 


* Also 40 other styles IN-STOCK 
Retailing from $6.50 to $6.95 








CONRAD SHOE CO - 


NORTH ABINGTON *® MASS. 








Departmentization 
Increases Men’s Business 
[CONTINUED FROM PAGE 32] 


reached an all-time peak since the 
change-over was made, according to 
Mr. Given. 

At the El] Paso store, the two depart- 
ments—men’s and women’s—are com- 
pletely separated by a high ledge. Ex- 
cept for a common entrance, the two 
departments might actually be separate 
stores. 

To create a masculine atmosphere 
that would be attractive to men, the 
company used a rustic theme of decora- 


40 


tion in the men’s department. Side pil- 
lars and top supports were built out of 
actual rough logs. The name, “Men’s 
Shop,” appears on a piece of rough 
wood over the entrance—burned in. The 
back wall of the section is made of 
knotty pine, with rough logs bordering 
the two doors to the stockroom and fire- 
place set between. A deer head mounted 
over the fireplace attracts attention to 
the style displays of men’s shoes on the 
mantel. 

The woman’s department, on the 
other hand, carries out a strictly femi- 
nine atmosphere. The walls are deco- 
rated in pastel colors, with modern mir- 
rors, streamlined display stands and 


carpet completing the decorative scene. 
In the company’s newest store at 
Albuquerque, this same principle has 


| been applied to modern architectural de- 


sign. Here, again, the store is divided 
in the middle by means of a high ledge. 
The men’s department in this unit is 
as modern as the women’s. Wall cases, 
show cases, display stands and furniture 
are all of the latest streamlined design. 
But masculine colors, a rugged design 
in the furniture and the flooring all 
contribute to the creation of a very 
definitely masculine atmosphere. As in 
the El Paso store, the women’s side is 
extremely feminine, using pastel colors, 
modernistic mirrors and other accou- 
trements which might be found in a 
boudoir or dress salon. 

While the complete departmentization 
has benefited sales in the women’s de- 
partment as well as in the men’s, by far 
the greatest proportionate gain has 
been in the male business, according to 
Mr. Given. Women, he finds, prefer a 
strictly feminine atmosphere in shoe 
buying but are not affected by it to any- 
thing like the extent that men are. 

“Men like to do most any type of buy- 
ing in masculine company and in a 
place that carries out a he-man atmos- 
phere,” Mr. Given explains. “The elabo- 
rate steps taken by the large depart- 
ment stores in most cities to hold their 
clothing and furnishings business in- 


| dicates the importance of this factor. 


“To my way of thinking, that prin- 
ciple is a great deal more important in 


| the shoe store for several reasons. To 


be a bit indelicate about it, lots of men 
don’t take the trouble to care properly 


| for their feet. They’re sensitive about 


taking off their shoes and revealing 
their socks. I suppose this may be a 
tip for deodorant manufacturers—how- 
ever that may be, it’s up to the shoe 


| man who expects to get the male busi- 


ness to meet this peculiar requirement. 
Even though a man’s feet don’t perspire 
excessively, he may know that he has 
a hole in his socks and he isn’t particu- 


| larly anxious to expose his big toe to 


the gaze of a strange woman. 
“At first thought, all this may sound 


| very silly, but it represents a definite 
| factor in shoe merchandising. The ex- 
| clusive men’s shoe store and the suf- 


ficiently masculine departments of the 
department stores and specialty organ- 
izations are doing right well for them- 
selves on men’s shoes. On the other 
hand, you'll find the country over that 
stores handling both men’s and women’s 
shoes do a relatively small percentage 
of their volume in the men’s line. 
There’s only one answer—men simply 
don’t like to buy their shoes in front 
of women. If we’re to get our share of 
that business, we must recognize this 
fact and meet the male demand.” 

Of course the width of a good many 
stores automatically prohibits this type 
of departmentization. Mr. Given doesn’t 
feel that it’s practical to try and divide 
any store which is narrower than 25 
feet. But he’s thoroughly sold on the 
idea and plans to consider it as a 
definite factor in selecting new loca- 
tions and in remodeling. He believes 
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May Shoe Production Up 36.3 Per Cent 





Census Bureau Reports Sharp Increase Over Corresponding 
Month in 1940—20 Per Cent Gain for Five Months 


WASHINGTON—Total production of 
footwear for May, 1941, in United 
States factories, according to a monthly 
release of production of boots, shoes 
and slippers other than rubber, pre- 
pared by the U. S. Department of 
Commerce, Bureau of the Census, 
amounted to 41,087,435 pairs, a de- 
crease of 4.1 per cent from the April, 
1941, figure of 42,841,403 pairs. The 
May figure, however, showed an in- 
crease of 36.3 per cent over the May, 
1940, production of 30,138,414. Pro- 
duction from January through May, 
1941, was 201,683,329, 20.0 per cent 
over 168,138,291 pairs produced in the 
same period in 1940. 

Production of government shoes in 
May, 1941, amounted to 1,149,062 pairs, 
a decrease from the April figure of 1,- 
251,535. No figures were available on 
production of government shoes in 
May, 1940. The total, January through 
May, 1941, was 5,772,772 pairs. 

In the civilian shoe group, men’s 
shoe production in May, 1941, totaled 
10,253,114 pairs, compared with 9,946,- 
856 pairs in April, 1941, and 7,416,435 
pairs in May, 1940. Production of 
men’s shoes for the five month period, 
January through May, came’to 47,746,- 
317 pairs, an increase of 15.3 per cent 
over the number produced in the same 
period in 1940—41,408,104 pairs. 

Production of youths’ and boys’ 
shoes in May, 1941, reached the figure 
1,633,112 pairs, compared with 1,554,- 
949 in April, and 1,162,875 in May, 
1940. 7,274,191 pairs were produced 
in the period January through May, 
1941, an increase of 31.2 per cent over 
the 5,543,383 pairs produced in the 
corresponding period a year ago. 


July 19, 1941 


PRODUCTION OF BOOTS, SHOES. AND 
SLIPPERS. OTHER THAN RUBBER 
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Production of women’s shoes dropped 
from 17,019,373 pairs in April, 1941, 
to 15,195,176 pairs in May. This 
figure, however, was considerably 
higher than the 11,309,679 pairs pro- 
duced in May, 1940. 80,288,570 pairs 
were produced from January through 
May of this year, 15.9 per cent higher 
than the figure for the same period in 
1940—69,272,601 pairs. 

3,802,856 pairs of misses’ and chil- 
dren’s shoes were produced in May, 
1941, a decrease from 3,972,715 pairs 
in April, 1941, and an increase over 
2,710,756 pairs in May, 1940. For the 
five month period from the beginning 
of the year, 19,855,604 pairs repre- 
sented a gain of 13.9 per cent over the 
17,428,330 pairs which were produced 
in the same period a year ago. 

2,152,727 pairs of infants’ shoes were 
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produced in May, 1941, compared with 
2,166,343 pairs in April, 1941, and 1,- 
598,515 pairs in May, 1940. 10,670,046 
pairs were produced in the period 
January through May, 1941, 19.0 per 
cent higher than the figure for the 
same period a year ago which was 
8,969,973 pairs. 


Slater Discontinues 
Fifth Avenue Shop 


New YorK—The Fifth Avenue Shop 
of J. & J. Slater, which has been in its 
present location since 1915, will be 
closed as of August 15 removing from 
the Avenue a famous landmark. 

The decision by John Slater to close 
this large store is in line with his belief 
that a high quality, better price con- 
centration should be made in his shop 
on Madison Avenue, near 57th Street. 
The movement of trade uptown is also 
a reason for the discontinuance of the 
midtown store. 

J. & J. Slater have been retailing 
shoes since 1859, when the founders, 
John and James Slater, opened a sma!! 
shop at 858 Broadway. In 1878, the 
present John Slater entered the busi- 
ness in the shop at 1121 Broadway. 
The business was enlarged several times 
until the movement of trade uptown 
brought the famous institution to its 
present location at 415 Fifth Avenue. 
In 1920, the custom department was 
separated from the general store and 
this now becomes the centerpiece of 
the Slater business at 575 Madison 
Avenue. 

In 1932, Mr. Slater opened a Wash- 
ington, D. C. shop on Connecticut Ave- 
nue and in 1936 a shop at Central Ave- 
nue, East Orange, New Jersey. These 
three units continue. 

The liquidation of the complete stock 
of the Fifth Avenue shop was started 
with a private sale, followed by public 
announcement on July 15. 




















the BRUSH with 


Consumer 


SUPERIOR 
Handle BRUSH 


Scott’s RUBBER BRUSH 


for SUEDE, NAP 


Nothing Like It! 
Nothing Equal to It! 


Scott's SUPERIOR HAN- 
DLED BRUSH is recognized 
as the most successful clean- 
ing brush on the market— 
the brush with the patented 


bristles that ACTUALLY clean suedes, nap leathers, gabar- 
dines, fabrics. These bristles remove all traces of dust, dirt 
and grime without harm to the shoe. Easy to use—a few strokes 
a day do the work. Colored rubber and harmonizing handles 
make an attractive item that readily sells at 50¢. 


PACKED IN INDIVIDUAL CARTONS 
COLORS: White, Blue, Green, Brown, Grey & Black 
$36.00 Per Gross; $18.50 Half-Gross; $3.25 Dozen. 


% SCOTT FOOT APPLIANCE CO. OMAHA, NEBR. 


Card FREE! 


WRITE for 
Illustrated 


Folder—Today 


LEATHERS, and FABRICS 


with the Handy Purse Size 
ALL-RUBBER BRUSH 

Equally as efficient as the jarger brush. Wrapped 
individually in cellophane and packed three dozen 
in attractive counter display earton. Available with 
or without coloring sticks. 

Coloring sticks are inserted inte body of the brush 
—compact, convenient and easy to use. Abrasive 
end for removing foreign substances from shoe. Six 


popular colors. 
Brushes with Color Sticks. 
$18.40 Gross 


$1.65 Dezen 
Brushes without Sticks 
$1.60 Dozen $17.80 Gross 


E 
sri? 25¢ 








Seek Reductions in Non-Defense Spending 





Henry M. Wriston, President of Brown University, Heads 
Citizens Group to Focus Public Attention on 
Nonessential Government Expenditures 


PROVIDENCE, R. I—Henry M. Wris- 
ton, president of Brown University, 
recently announced the formation of 
a Nation-wide Citizen Committee of 
which he has aceepted the chairman- 
ship, and which is: to work for a re- 
duction of non-essential and non-de- 
fense expenditures of federal, state 
and local governments. This group, 
which will be known as the Citizens 
Emergency Committee on Non-Defense 
Expenditures, will shortly open head- 
quarters in Washington and _ will 
eventually include in its membership 
outstanding citizens from the 48 states. 
The committee will be representative 
of all elements in American life; the 
consumer, business, agriculture, labor, 
women’s groups and church organiza- 
tions. 

Leading citizens, economists, tax au- 
thorities and college presidents from 
32 states have already joined the com- 
mittee. Among these are the follow- 
ing: Louis J. Taber, Master, National 
Grange, Columbus; Mark S. Matthews, 
retiring president, U. S. Junior Cham- 
ber of Commerce; Robert L. Flowers, 
president, Duke University; Robert I. 
Gannon, president, Fordham Univer- 
sity; Roy G. Blakey, professor of eco- 
nomics, University of Minnesota; Olin 
Glenn Saxon, professor of business ad- 
ministration, Yale University; F. H. 
Stinchfield, former president, Amer- 
ican Bar Association, Minneapolis; 
Tom K. Smith, president, Boatmen’s 
National Bank, St. Louis; Thomas S. 
Gates, president, University of Penn- 
sylvania; Ray Lyman Wilbur, presi- 
dent, Stanford University; Ernest M. 
Patterson, professor of economics, Uni- 
versity of Pennsylvania, and Harley L. 
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Lutz, professor of public finance, 
Princeton University. 

In outlining the objectives of the 
Citizens Emergency Committee, Dr. 
Wriston pointed to the record ap- 
propriations of $33 billion just ap- 
proved by this session of Congress, a 
figure equal to $1,100 for every family 
in the country and which is $14 bil- 
lion more than. the previous record of 
appropriations for any single session 
of the Congress. Although this gigantic 
sum will not be spent this year, it does 
indicate the scale of our federal ex- 
penditure. Dr. Wriston said: “The 
purpose of the Citizens Emergency 
committee is to explore the possibili- 
ties of and to make recommendations 
concerning vitally needed reductions in 
nondefense spending as a partial off- 
set to huge defense requirements; to 
assist the Congress and other public 
officials in effecting these reductions 
and to inform the citizens of the 
United States on the need for strictest 
economy in non-essential public spend- 
ing if the nation is to survive this 
emergency and at the same time retain 
its democratic form of government. It 
is the further purpose of the commit- 
tee to coordinate the growing but as 
yet weak-voiced public demand for ef- 
ficient and adequate but prudent gov- 
ernment which will curtail ballooned 
spending in the face of unprecedented 
danger.” 

It would be one of the greatest 
calamities in history, Dr. Wriston said, 
if, at this time, the government of the 
United States failed in its responsibili- 
ty, if, in developing the strong arm of 
defense, the economy of the nation 
should be so weakened as to jeopard- 


ize its internal stability and security. 

“The American people,” Dr. Wriston 
continued, “through their Goverriment 
are requiring of themselves tremendous 
sacrifices. Even now it is estimated 
that the defense program will cost at 
least 50 billion dollars, a sum equal to 
$1,600 per family. And all of this at 
a time when the taxes and borrowing 
to support it must be piled on top of 
tax burdens and debt that even before 
the defense program had skyrocketed to 
all-time highs. In 1914 all govern- 
ments—federal, state and local—were 
spending about three billion dollars a 
year. In the fiscal year 1941 all gov- 
ernment in this country is spending 
about $23 billion. In 1914 the Federal 
Government owed a little more than 
one billion dollars. On June 30, 1941, 
it owed about $49 billion, about $1,500 
per family. Furthermore, estimates by 
government officials put the probable 
near future public debt at upwards 
of $100 billion. 

“Through their government,” Dr. 
Wriston emphasized, “the American 
people are being asked to curtail their 
standards of living. Direct taxes on 
all groups will increase many fold and 
excise taxes will carry the burden and 
sacrifice to every single wage earner. 
Business is told that it can not in this 
emergency continue as usual and its 
profits are being regulated and limited. 

“In a democracy if there is a need 
for individual sacrifice there is, in the 
same degree, need for sacrifice by the 
nation as a whole, by the Government 
which is the people. Government must 
set the example. Administration and 
Congressional leaders have recognized 
this and have called upon Congress to 
trim non essential items. Secretary of 
the Treasury Morgenthau has said at 
least one billion dollars should be 
saved. Congressman Wesley E. Dis- 
ney, member of the House Ways and 
Means Committee, maintains that $1,- 
800,000,600 can be stripped from fed- 
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Committee Plans Drive 
For British Aid 

Boston, Mass.—The Aid Britain 
with Shoes Committee sponsored by the 
New England Shoe and Leather Asso- 
ciation, has completed plans for imme- 
diately undertaking a drive for con- 
tribution of shoes to provide a mini- 
mum of 25,000 pairs of serviceable 
shoes for the British, George A. 
Dempsey committee chairman an- 


nounced. Every company in the New | 


England shoe, leather and allied trades 
will be asked by letter and by personal 
visits of committee members to do their 
share by donating shoes or cash to be 
spent in purchasing job lots of shoes. 

Every contributor will be added to 
the Committee’s Honor Roll of Con- 
tributors, which already includes the 
following: Mitchell Shoe Co., Bidde- 
ford, Maine—1,000 pairs women’s 
shoes; Sam Smith Shoe Co., Newmar- 
ket, N. H.—280 pairs women’s shoes; 
Scholnick Shoe Co., Boston, Mass.—222 
pairs women’s shoes. 

Mr. Dempsey pointed out that not 
every shoe manufacturer will have 
serviceable shoes to contribute and 
therefore cash donations would be very 
welcome and much needed. Tanners 
and members of allied trades will also 
be asked to make contributions, and all 
monies sc received will be used to buy 
shoes, rubbers and galoshes, of which 
the British are in serious need, because 
heavy bombings have destroyed most 
of England’s commercial stocks of 
shoes and the acid and flames of in- 
cendiary bombs have had the worst 
effects on civilians’ shoes. “Every 
dollar contributed to our Fund will 
purchase one pair of men’s shoes and 
two of women’s,” concluded Mr. Demp- 
sey. “Give now and give all you can!” 


Army Orders Boots for 
Winter Wear 


Boston, Mass.—Ski boots, rubber 
arctics and waterproof leather boots— 
all for Winter wear—are included 
among the more recent orders placed 
by the Army Procurement Division. 
Awards announced at the local Army 
Base are as follows: 

Ski Boots—A. Sandler & Co., Boston, 
6,992 pairs at $7.50; and Bates Shoe 
Co., Webster, Mass., 2,000 pairs at 
$7.81. 

Leather Boots—George E. Keith Co., 
Brockton, Mass., 10,000 pairs at $10.98; 
Charles A. Eaton Co., Brockton, 7,000 
pairs at $11.29; and M. A. Packard 
Co., Brockton, 4,363 pairs at $11.37. 

Rubber Arctics—Goodyear Rubber 
Co., Middletown, Conn., 5,016 pairs at 
$2.46; Hood Rubber Co., Watertown, 
Mass., 10,000 pairs at $2.48; United 
States Rubber Co., Naugatuck, Conn., 
24,000 pairs at $2.50; and Cambridge 
Rubber Co., Cambridge, Mass., 8,569 
pairs at $2.52. 
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Likins Resigns from 
A. C. Lawrence 


Peasopy, Mass.—The A. C. Law- 
rence Leather Company regrets to 
announce the resignation of V. F. 
Likins, manager of its patent leather 
department. Mr. Likins has been con- 
nected for twenty-two years with the 
side upper and patent leather ends of 
the business and for many years was 
its hide buyer. For the next few weeks 
he expects to be vacationing at Marble- 
head, and has several proposals under 
consideration. 


Bids Asked on Munson Lasts 


Boston, Mass.—The local Quarter- 
master Depot has issued invitations to 
bid on 10,000 pairs of Munson lasts of 
the type over which army service shoes 
are made. These are mostly in large 
sizes from 9% to 14% and, it is under- 
stood, will complete the army’s pur- 
chases of this type of lasts for the 
balance of the year. It is reliably re- 
ported, however, that there remain to 
be bought from 60,000 to 70,000 more 
lasts of the type over which army 
garrison shoes are made. The pur- 
chase of these garrison shoes, predicted 
in a recent issue of Boot AND SHOE 
RECORDER, is to be made soon and the 
trade understands that between 2,000,- 
000 and 3,000,000 pairs will be bought 


and that delivery will be asked for not 
later than the latter part of October. 

The Joseph M. Herman Shoe Co., 
whose factory is at Millis, Mass., has 
been awarded a contract to make 1,200 
pairs of special type boots for army 
parachute jumpers. This is the second 
purchase of this type of shoe made dur- 
the current year. The price was $6.10 
per pair. 


Plan Annual Golf Outing 


Boston, Mass.—The 210 Associates, 
Inc., well-known organization of travel- 
ing shoe salesmen, is planning to hold 
its third annual golf outing at the 
Kernwood Country Club, Salem, Mass., 
on July 23. The tournament committee 
is rounding up an array of prizes and 
announces that innovations to be 
introduced will give even the “dub” 
golfers a chance to walk off with some- 
thing to show for their afternoon on 
the fairways and greens. A beefsteak 
dinner will be served at the club in the 
evening. Tickets for the outing can be 
bought at the association’s clubroom at 
210 Lincoln Street. Chairman of the 
committee in charge of the outing is 
Albert E. Gordon of the Sibulkin Shoe 
Co. Other members are Raymond F. 
Brady, Wise Shoe Co.; Daniel J. Selet- 
sky, Bourque Shoe Co.; Edward A. 
Goodman, Frank C. Meyer Co.; and 
James Burns, Co-Ed Shoe Co. 
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SAFETY SHOES 
and 


POPULAR PRICED 
WORK SHOES 


GOODWILL SHOE 
COMPANY 


UNION 
MADE Holliston, Massachusetts 
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Insoles that are swell to walk in, 
Specify them—Newflex Pigskin. 





NEWFLEX PIGSKIN 
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Women's Shoes 
Easiephit Shoes for Busy Feet 
IN STOCK 


Attractive, hand turned, com- 
fort shoes for work or home 





ABBOTT SHOE CO. No. Reading, Mass. 
ESTABLISHED 1655 











Teeple Employees 
Receive Bonus 


WAUPUN, WIs.— Teeplé Shoe Com- 
pany, manufacturers here, recently 
gave a bonus of 7 per cent of eligible 
employees’ salaries from January ist 
to July ist, amounting to a total of 
$5,600. Beginners who had not earned 
$200 during the six month period were 
not eligible. 

155 employees received checks. Three 
employees who are in training with the 
U. S. Army, under the Selective Ser- 
vice Act, were included. The bonus is 
a part of the company’s profit-sharing 
plan, J. F. Teeple, président, announced. 


44 


Heads N. Y. State Shoemen 


JOHN A. BEAUMONT 


Elected president of New York State 
Shoe Retailers Association at recent 
convention in Syracuse, Mr. Beaumont is 
a member of firm of E. A. Beaumont Co., 
Inc., Albany. His father, Ernest A. 
Beaumont, is a former president of the 
association. 


R. B. Berberich with 
Raleigh Haberdasher 


WASHINGTON, D. C.—Raleigh Haber- 
dasher made known today that Robert 
B. Berberich has been appointed as 
shoe buyer. This appointment is effec- 
tive immediately. 

Mr. Berberich, with a shoe back- 
ground of over 23 years in Washing- 
ton, was previously at Lansburgh’s in 
the same capacity, and prior to that 
was associated with R. Berberich Sons 
shoe stores in Washington. 








e: THERE'S A Y 


“READY MADE" 
MARKET 


right in your town for Mrs. Day's 
Ideals—the best known, largest 
selling line of little tot’s shoes on 
the market. h week hun- 
dreds of children “graduate” 
from soft soles into the Flexible 
Walking Shoe sizes—right into 
your Juvenile Department, if 
you stock this line. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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Des Roches with Cobblers, Inc. 


Los ANGELES, CaL.—Walter Braun, 
sales manager of Cobblers, Inc., has 
appointed Ray A. des Roches as his 
Denver-West representative. Mr. des 
Roches will work out of the plant, and 
will be accompanied by Mrs. de Roches 
while on the road. Previous to coming 
with Cobblers, he was connected with 
such New York retail stores as I. Mil- 
ler’s Fifth Avenue Store, Macy’s and 
A. S. Beck. 

















Salon-Type Store Opens in New London 


Pe 


New London, Conn.—The attractive store above was opened here recently by 

Martin Markoff at 224 State Street, in the choice section of the upper part of the 

shopping district. The store Is of the salon type with seft pink walls and royal 

blue carpeting. Champagne woodwork is used. Note the alcove in the background 
where handbags are sold. 
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Successful Showing Held 
In Pittsburgh 
[CONTINUED FROM PAGE 38] 


cent is alligator and fifteen per cent Indian brown. 

So far as bedroom slippers are concerned, the wo- 
men’s are multicolored with wedge heels. Men’s types 
are selling strong in woolies. 

The general trend of Fall buying has been heavy 
despite a 20 per cent price increase over last year. The 
price advance and fear of a still greater raise wasn’t 
as important in the buying as fear that manufacturers 
won't be able to get raw materials in the future. One 

‘small example of shortage now in evidence is the 
trouble some shoe makers are having in getting metal 
eyelets. 


National Defense Positions Open 


Trained personnel in every branch of industry, 
science and business is being called to Government ser- 
vice in this time of emergency. Individuals who know 
industrial methods and processes from first-hand experi- 
ence are needed to contribute their part toward the 
integration of the expanding defense program. The 
Civil Service Commission has just announced an ex- 
amination for Industrial Specialist positions paying 
from $2,600 to $5,600 a year. The examination (An- 
nouncement No. 102) is open for one month only. 
Applications will not be accepted at the Commission’s 
Washington office after August 7. ; 

Industrial specialists may be called upon to perform 
any of three types of jobs. The first is that of liaison 
representative in developing and maintaining working 
relationships with manufacturers of materials or equip- 
ment vital to the defense program. Secondly, they may 
act as consultants on industrial materials, methods and 
processes, or they may examine and evaluate data se- 
cured from the reports of various industrial concerns. 
The third possible assignment is that of investigator and 
analyst in the field of industrial materials, which in- 
volves the collection of data on production techniques, 
uses, consumption, and market supplies of particular 
materials. 

To qualify for these positions, experience is required 
that has given the applicant a thorough knowledge of 
production methods and processes in one or more 
manufacturing industries. This experience may have 
been in industrial management, planning, engineering, 
cost accounting, business analysis, or research. Appli- 
cants may substitute resident study in an educational 
institution above high-school grade, up to a maximum 
of 4 years, for this general experience. For each of 
the positions, applicants must have had some experience 
in one (or in a combination of not more than three) 
of the follewing industries: 

[TURN TO PAGE 5], PLEASE] 


























July 19, 1941 






































FOR ACTIVE MEN ... 
FOR ACTIVE SALES 


Two handsome Wright Arch Preserver Shoes that are favor- 
ites with active men all over America. Reasons? These shoes 
are superbly styled as well as being the leaders in comfort. 
Four patented foot-health features put comfort in a cus- 
tomer’s every step. 

Actively advertised, too! The two shoes shown here 

will be featured in the first of a long series of smart 


advertisements selling Wright 
Arch Preserver Shoes to the 





. . . 4 HIDDEN 
activ i 
ctive men reading such im COMFORT 
portant national magazines as FEATURES 


ESQUIRE, TIME, FORTUNE, 1. Patented 
Shank 








etc. 
A few franchises are still avail- 2. ; 1 gama 
" ais 

able. Exellent profits with sure- 3. Plat 

fire repeat business to dealers " Forepart 

who sell and feature ... . 4. Correct 
Arch 
Fitting 





WRIGHT 


Arch Preserver Shoes 
FOR ACTIVE MEN 
E. T. WRIGHT & CO., Dept. B57, ROCKLAND, MASS. 
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St. Louis Shoes 


oer mere 2 


INCREASE 


YOUR PROFITS 
with our selected 
JOBS...SAMPLES 
CANCELLATIONS 
ARCH and NOVELTIES 
for Men, Women & Children 
from 15 largest manufacturers of 

fine shoes in St. Louis. 
Over 1000 styles to choose from. Fall shoes 
now ready. We're in our tenth year of 
successful dealer service. 


M. K. WEIL SHOE CO. 


1326 Washington Ave. - ST. LOUIS, MO. 
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Shoe Man On 
Credit Group Board 


CINCINNATI, O.—At the recent an- 
nual meeting of the Cincinnati Associa- 
tion of Credit Men, Edward S. Hor- 
witz, credit manager of The Charles 
Meis Shoe Co., was elected a member 
of the board of directors for the en- 
suing three years. 

Mr. Horwitz has had 25 years of 
credit, legal and association experience. 
He was for several years assistant 
manager of the St. Louis Association 
of Credit Men, and has been with the 
Charles Meis Shoe Co. for 13 years. 
For four years, from 1933 to 1937, he 
acted gratuitously as executive man- 
ager of the Manufacturers’ and Whole- 
salers’ Bureau of Cincinnati, handling 
this in addition to his regular duties 
with the shoe company. Mr. Horwitz 
also occupies an executive position with 
many trade and civic organizations in 
Cincinnati. 
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Store Observes 50th Year 


HARRISBURG, Pa.—Moog Brothers, 
one of this city’s oldest shoe stores, ob- 
served its fiftieth anniversary recently. 
The firm, which operates two stores, 
one at 13 South Third Street, and the 
other at 27 South Thirteenth Street, 
sells shoes for men, women and chil- 
dren. 

Established by Paul and Louis Moog, 
the store today is operated by the for- 
mer and Mrs. Sarah E. Moog, widow 
of Louis. The personnel of the stores 
is composed of children of the two 
founders. David Moog, son of Louis, 
manages the Thirteenth Street store, 
and is assisted by his sister, Sarah. 
John, son of Paul, works at the Third 
Street store. 


Close Des Moines Store 


Des Mornes, Ia—The Walk-Over 
Shoe Co. closed its Des Moines store 
today, after 25 years of continuous 
representation in the city. Expiration 
of the lease was given as the reason 
for closing. Tentative plans have been 
made for a new outlet for the shoes in 
Des Moines in the Fall, but have not 
been announced. 

Roger Hixson, manager, will assist 
Albert O. Daniels in the Walk-Over 
store in Milwaukee, Wis. 


Returns as Store Manager 


TOLEDO, O.—Verne Toeppe, who took 
a leave of absence in 1940, has returned 
as manager of the Chisholm Men’s Boot 
Shop. He is in his twelfth year with 








then M-M.KING GEORGE Vi 


The introduction of “‘WREN’S” to the 
American Market brings across the Atlan- 
tic England’s Premier Quality Shoe Polish. 
The appointed Wholesale Distributors ex- 
tend a warm invitation to the Shoe and 
Leather Trade to participate in the market- 
ing of this fine Product—outstanding in 
brilliance of shine and leather-preserving 
and waterproofing properties. 
Full particulars of Trade Terms, etc., from: 
WEST COAST: The Macpherson Leather Co., 250 So. 
Spring Street, Los Angeles, California. 
MIDDLE WEST: Mandus Nelson & Co., 
Lake Street, Chicago, Ill 
— YORK CITY and environs 
The Majestic Leather Co., 308 Bowery, New York. 


223-225 West 





the company, announced Herman Jet- 
ter, owner of the Chisholm Shops at 
412 and 417 Adams St. 





Baseball Celebrities Hail New Mellin Shop 


Among the well-wishers who have been dropping in on the newest shoe shop in. the 
chain operated by Louis Mellin, of New York and Brooklyn, have been Lefty Gomez 
and Phil Rizzuto cf the New York Yankees. The new shop is located in Bridgeport, 
Connecticut. Shown above are, left to right, Harry Hochman, of the Times Square 
Jarman Shoe Shop; Larry Bolagash, manager of the new shop at 943 Main Street; 
Lefty Gomez; Phil Rizzuto; and Hy Mellin, brother of Low and manager of the 
Times Square Shop. The new store carries stylish popular-priced men's shoes. 
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Lewis F. Weber, U.S.M.C. 
District Manager, Dies 

New York—Lewis F. Weber, district 
manager of the United Shoe Machinery 
Corporation, 110 Fifth Avenue, New 
York City, died at the New Rochelle 
Hospital on July 11, following an ill- 
ness with serious complications. 

Mr. Weber was sixty-two years of 
age and was horn in Philadelphia. His 
early machine experience brought him 
into the U. S. M. C. and he remained 
an employee of that concern for about 
forty years, during which time he rep- 
resented the corporation in foreign 
fields. He gained particular distinc- 
tion during the first Wor!d War for his 
management of the properties in Ger- 
many. He was later district manager 
of the Pacific Coast, with headquarters 
in San Francisco, and came to New 
York, to be district manager of this 
important field in January, 1931. 

Mr. Weber leaves a widow, Mrs, 
Elizabeth Wigo Weber, a son—Lewis 
F., Jr., connected with the United Shoe 
Machinery Corporation in Nashville, 
Tennessee, two daughters, two brothers 
and two sisters. 

Funeral services were held at his 
home, 247 Barnard Road, Larchmont, 
N. Y., and interment was at Glenside, 
Pennsylvania. 

Thus passes a fine gentleman—an 
outstanding executive, absolutely fear- 
less, unimpeachably honest and a man 
distinguished for his fellowships and 
allegiances. 


New England Shoe 
Production Gains 


Boston, Mass.—Massachusetts, New 
Hampshire and Maine reported shoe 
production during May of 14,696,112 
pairs, a gain of 35.4 per cent over the 
same month a year ago, according to 
figures compiled by the New England 
Shoe and Leather Association. Massa- 
chusetts’ output in this period increased 
38 per cent and Maine and New Hamp- 
shire registered gains of 31 and 33 
per cent, respectively, in May, 1941, 
over the same month a year ago. 
Massachusetts led all shoe states in 
production this month with a total of 
8,034,907 pairs, followed by New York 
with an output of 7,843,661 pairs. 

For the five months period, January- 
May, the New England shoe states 
produced 72,893,171 pairs, an increase 
of 19 per cent over the same period a 
year ago. Massachusetts’ shoe output 
was 22 per cent greater during this 
period and the gain for New Hamp- 
shire amounted to 17 per cent and for 
Maine 14 per cent in this period. 

The Massachusetts shoe industry 
employed approximately 43,000 work- 
ers during May, and the average 
amount of total weekly wages paid 
them amounted to $761,545, according 
to the Association’s analysis of the 
indices of the Massachusetts Depart- 
ment of Labor and Industries. This 
represented an increse of 17 per cent 
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@ 38 STYLES IN LATEST TREATMENTS 
@ 16 DISTINCTIVE LASTS 
@ 7 WIDTHS 


Style Ilustrated is No. 3379 made 
from MAHOGANY MELLOW GRAIN 


HUTCHINSON- WINCH 


NTERNATIONAL SHOE COMPANY 
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in employment and 59 per cent in pay- 
rolls over the same month last year. 
The average weekly wage during May 
amounted to $22.01. 





Pidgeon Renamed to Council 


Rocuester, N. Y.—William Pidgeon, 
nationally known shoe retailer, has 
been re-named by president John A. 
Beaumont as a member of the executive 
council of the New York State Shoe 
Retailers’ Association on which he has 
served for a number of years. This 
completes the membership of the 
organization. 


Predicts Business Increases 


Cuicaco, ILt.—Predictions of sub- 
stantial increases in business for the 
Fall period in the far Middle West or 
so-called agricultural states of Ne- 
braska, Iowa, Colorado, Kansas, and 
the Dakotas, was predicted by Jack 
Clark, vice-president of the National 
Shoe Travelers’ Association on a recent 
visit here. Mr. Clark, who is a veteran 
shoe salesman in that territory, reports 
that crop conditions look the best in 
the past 10 years due to the fact that 
there has been plenty of rain and that 
thus far the region has been free from 
severe dust storms. 
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On materials be no skinflint 
The best there IS is Newflex Pigskin. 





NEWFLEX PIGSHIN 








To Add Men’s Department 


SPRINGFIELD, Mass.—Eastern Shoe & 
Repair Company, located at 306 Bridge 
Street, is planning on opening a men’s 
shoe department around the middle of 
August. The store opened last Febru- 
ary with a women’s corrective shoe de- 
partment. The name “Fut Fitters” was 
adopted for the shoes. A fine clientele 
has been built up, and many customers 
have recommended the store to their 
friends. 

Since such progress has been made 
with the. women’s department, it is ex- 
pected that the men’s department will 
make an equal showing. 


Marshall Field Opens 
Youth Department 


CHicaco, Itt.—One of the most 
modern departments in the country, in 
which the salon atmosphere permeates 
the children’s shoe section was opened 
recently by Marshall Field & Co. 
Located on the fourth floor, the new 
section is a part of the Young People’s 
floor and Youth Section and is known 
as the Young Shoe Section. The new 
department contains special sections 
for the high school girl, the high school 
boy, younger children and for very 
small children. A new shoe register 
service recording size and style has 
also been added. 
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They’re Three of a Kind—in Shoes 


Young in years, but old in shoe experience are the three smiling shoe managers 

of Margo shoe departments in Texas. Dennis Rose, left, is manager of the Margo 

shoe department of the Maurice Shop in Lubbock; Earl Matney holds a like position 

in the Maurice Shop in San Angelo, and Johnnie Stasney, right, is manager of the 
Odessa Margo store. 





Census Bureau Analyzes 
Retail Shoe Trade 


WASHINGTON, D. C.—The Bureau of 
the Census has issued a summary for 
the United States of retail trade, ac- 
cording to types of operation, based 
upon the 16th census of the United 
States taken in 1940 and relating to 
operations in the year 1939. Accord- 
ing to this summary, there were 20,487 
stores selling shoes in the United States 
with sales of $617,064,000, employing 
64,146 people, of whom 20,226 were 
part-time employees. Retail payrolls 
amounted to $69,750,000, and stocks on 
hand at the end of the year totaled 
$152,967,000. This classification does 
not include department, clothing or 
ready-to-wear stores, except those hav- 
ing leased departments, or country gen- 
eral stores. 

Independent shoe stores, defined as 
local individual enterprises, usually, 
but not always owner operated, num- 
bered 13,215 and accounted for 41.2 per 
cent of total sales, or $253,822,000. In 
1929, stores of this classification did 
53.5 per cent of the business. Employees 
in the independent stores totaled 24,- 
509 with a payroll of $27,870,000. 
Stocks on hand at the end of the year 
amounted to $88,077,000. 

There were 5721 chain stores and 
their total sales constituted 49.7 per 
cent of the business, as compared with 
38 per cent in 1929. Total sales of the 
chains amounted to $306,816,000. 
Chains employed 33,466 people, and 
their payrolls amounted to $35,146,000. 
Stocks on hand at the end of the year 
were $54,730,000. 

There were 1522 leased departments 
doing 8.5 per cent of the business, ap- 


proximately the same as in 1929. Their 
sales amounted to $52,549,000. They 
had 6004 employees, with a total pay- 
roll of $6,388,000. Stocks on hand at 
the end of the year were $9,850,000. 

Other types of stores accounted for 
the remaining 0.6 per cent of the retail 
shoe business. 

Requests for copies of this summary 
should be addressed to F. R. Gosnell, 
Chief Statistician of the Census of 
Business, Bureau of the Census, Wash- 
ington, D. C. The free stock is limited, 
but additional copies may be purchased 
at a nominal cost from the Superinten- 
dent of Documents of the Government 
Printing Office, Washington, D. C. 


Returns to Previous Post 


MIAMI, FLta.—Jack L. Danerhirsh, 
buyer of shoes for Richards, Miami, 
for the past three years, has resigned 
and will return to his old post with Lit 
Brothers, Philadelphia, »~He was buyer 
of shoes in this store for six years 
before coming to Miami. 


Lease Space for Second Store 


CLEVELAND, O.— The Berland Shoe 
Stores, Inc., St. Louis, have leased space 
at 730 Euclid Ave., Cleveland, in the 
Hippodrome Building, for their second 
lower Euclid Avenue store. The unit, 
which is 19 by 132 feet with basement, 
was taken for five years on percentage 
with guaranteed minimum rental. Pos- 
session was given July 16 and the store 
will be opened as soon as remodeling 
is completed. Berland’s other store is 
at 318 Euclid Ave., Cleveland. 
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Obituaries 


Joseph J. Rivers 

CAMBRIDGE, Mass.—Joseph J. Rivers, 
superintendent of the blacking and 
dressing division of the B. B. Chemical 
Co., of this city, passed away recently 
following a major operation at the 
Lawrence Memorial Hospital, Medford, 
Mass. 

Mr. Rivers had been in the employ 
of the B. B. Chemical Co., since Sep- 
tember, 1916. Prior to his affiliation 
with the B. B. Chemical Co. he held 
positions as foreman in finishing and 
packing-rooms for several of the larger 
shoe manufacturers in New England, 
and was considered an authority in 
this line of work. 

When he first joined the B. B. 
Chemical Co, he called on shoe manu- 
facturers throughout the country to 
assist them in their finishing and 
dressing problems. After two years of 
this work he was made superintendent 
of the blacking and dressing division, 
and had supervision of the manufac- 
turing of all finishes and dressings 
from then until he passed away. While 
acting in this capacity, working closely 
with the laboratory, he was successful 
in developing many of the newer types 
of finishes and dressings which now 
are in general use in the shoe industry. 


Frank E. Hart 


Boston, Mass.—Frank E. Hart, 
former president of the Indiana Shoe 
Travelers’ Association, who at one 
time represented the M. A. Packard 
Shoe Company and the Lewis Crossett 
Shoe Company, passed away recently 
and was buried at his former home at 
Independence, Missouri. 

Mr. Hart was popular among the 
boys on the road and a _ successful 
salesman in every way. He is sur- 
vived by his wife who is now residing 
in Omaha, Nebraska. 





Abraham Minister 


CANTON, O.—Abraham Minister, 48, 
manager of a shoe store in Canton, O., 
died recently after a short illness, leav- 
ing his wife and father. 





Frank T. Ellison 


RocHESTER, N. Y.—Frank T. Elli- 
son, philanthropist and patron of the 
arts, who died here recently, at the 
age of 88 and who was best known for 
having presented Monroe County with 
its 470-acre Ellison Park, began his 
business career as bookkeeper with the 
shoe manufacturing firm of Ellison & 
Stoddard, of which his father was 
head. 

He continued in that capacity for 
five yearss Later on he entered the 
real estate and investment business 


and made a fortune. 
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KEYNOTE OF STYLE 
PLUS COMFORT 


Again featured for Fall by the country's 


leading stores—Curtis Burly-Flex Brogues 


continue to add to their widening circle 
of friends made and kept through two full 
years of active and profitable retail sales. 


Selected uppers—curried inner- 
soles—the tested and proven 
Burly-Flex Construction — Plus 
Curtis up-to-the-minute styling— 
combine to produce your logical 
profit builder for Fall. 


‘Write for our catalogue, 
being mailed. 


CURTIS SHOE CO., INC. 


MARLBORO, MASS. 





PRICE FIELD 








| NINETEEN 
STYLES IN-STOCK 
ALL 
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Shoe Man Speaks at 
Convention 


Co.tumBus, O.—Herbert N. Lape, Sr., 
president of the Julian & Kokenge Co., 
sounded a note of warning and appre- 
hension against a feeling of “false pros- 
perity” caused by government spending 
in the national emergency, speaking 
before 200 delegates at the annual in- 
ternational convention of the United 
Commercial Travelers in Columbus re- 
cently. Mr. Lape, a director of the 
U. S. Chamber of Commerce, who re- 
cently returned from a meeting of the 
group, warned: 

“We are facing a crisis that will 
















supersede anything ever known of in 


history. .. . From a monetary stand- 
point, the United States is in a perilous 
position because our trend is toward 
bankruptcy, and bankruptcy is the first 
step toward dictatorship. We must 
avoid bankrupcy. 

“In the present ‘boom’ there is no 
sound basis for the amount of business 
—the major portion of it is due to gov- 
ernment spending. The business of the 
next three years will be merely ‘phoney 
business’.” 

He told the group that the declara- 
tion of war on Russia by Germany was 
a “god-send” to the democracies. He 
said it would make the task of wiping 
out dictatorship just that much easier. 
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New Omaha (Neb.) Shop « W. A. CARSON, Owner 


You, too, can own your own business like highly 
successful shops now being operated from coast to 
coast. You are backed by the vast Dr. Scholl organi- 
zation — benefit by its years of experience — feature 
nationally advertised, internationally known Dr. Scholl 


merchandise and service. 


Write — HE scHot mr 


f Dr. Scholl Foot Comfort Shop 


MANY GOOD CITIES 
STILL AVAILABLE... 


Take ged of this opportuni 
to ~ oe Approxi “d 
soeety $5. on 900 capital required, with 
investment protection. Sales 

sn merchandising helps provided 
_ innqneive ive Cran given —= 
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14th ST.. NEW YORK, N. Y: 





Seek Reductions in 
Non-Defense Spending 
[CONTINUED FROM PAGE 42] 


eral non-defense spending and has 
shown where it can be done. The Na- 
tional Economy League gives the de- 
tail of reductions amounting to $1,600,- 
000,000. George S. Benson, president 
of Harding College, lists items which 
can be reduced by a total of over two 
billion. 

“Yet despite these pleas; despite 
the emergency; despite immediate de- 
fense needs; despite the sacrifices 
which have been asked of the people, 
non-defense appropiations of the Fed- 
eral Government were increased almost 
$90 million over last year. 

“The Citizens Emergency Committee 
believes that such action represents a 
dangerous failure in the processes of 
cemocracy. It does not believe that the 
prodigal attitude of government rep- 
resents the will of the people.- It be- 
lieves that economizing to afford de- 
fense now and insure internal stability 
after the emergency is the responsi- 
bility of the people and that Congress 
will reduce the inflated nondefense ex- 
penses of government if so instructed 
by public opinion. It is the objective, 
and will be the function of the Citizefis 
Emergency Committee to investigate 
the possibilities of curtailing nonde- 
fense spending and so inform the pub- 
lic. Upon action of the people, by 
the people and for the people, the 
economic soundness and moral struc- 
ture of the country rests.” 

Officers of the committee appointed 
to date are Secretary, Guy E. Snavely, 
executive director of the Association of 
American Colleges, and treasurer, Mil- 
ton W. Harrison, Trustee of the 
Bowery Savings Bank, New York City. 


Warehouse Damaged by Fire 


Akron, O.—Shoe warehouse occupied 
by the Nobil Shoe Co., at 117 E. Mill 
Street, suffered $250 loss in a fire July 
7, said to have been started by a care- 
less smoker. 


Men’s Shoe Week in Windows and Ads 


[CONTINUED FROM PAGE 36] 


reople NOT to wear Summer shoes to 
work during this event. Clothes should 
be watched also. 

If the reprints suggested are not 
used, a printed or multigraphed invi- 
tation-announcement can be used. Per- 
haps it might be used anyway, but 
addressed to the ladies asking their co- 
operation in getting their menfclks to 
stop in for a good look at the new Fall 
shoes. They find no pleasure in having 
a dowdy escort when they have taken 
the trouble to dress appropriately for 
the occasion. You might make a short 
letter contest for the ladies out of that 
idea: “Why I like to have my escort 
correctly dressed—including shoes.” 

Another development is the “He Man 
Shoe Show” which could be combined 
with the local movie show. Have col- 
ored movies taken of the men wearing 
correct costumes using local spots for 
background. Have the men appear on 
the stage when the pictures are flashed, 
and let a commentator describe the out- 
fits and shoes, and invite men to visit 
the participating stores. Another. angle 
to consider is “Guest Evening” the 
Friday night before Men’s Shoe Week 
opens on Saturday. Have displays 
ready in windows and in the store, but 
sell no shoes. Give small carnations to 
the ladies. 

Natural Fall colors are “natural” 
for Men’s Shoe Week windows. Browns, 
tans, oranges, with a little relief of 
light blue. To stimulate interest in 
windows, why not give small local 
prizes for the best display, inviting the 
public to vote (using slips giving name 
and address handy and visible just in- 
side the doors of the various stores). 
Have them deposited in a locked box 
conveniently placed outside the doors. 
Announce that the winning window 
will be photographed and submitted in 
Boot AND SHOE RECORDER’s National 
Men’s Shoe Week Window contest. 

Have you tried “The Answer Man” 
in your windows? He sits in the win- 
dow surrounded by Fali shoes. A tele- 


phone permits asking him questions. A 
PA system allows the crowd to hear 
the answer. At intervals he tells the 
crowd that written questions will be 
answered in the newspaper. 

Radio talks should be used. Talks 
at luncheons are good. In all ward- 
robe talks or newspaper stories or win- 
dows, use the basic wardrobe idea of 
correct shoes for business, dress-up, ac- 
tive sports, leisure wear, formal wear. 
Developments beyond this point become 
a matter of individual requirements 
and means, but this group is practical 
for nearly every man to consider, if he 
pays any attention to dress. 

Among other ideas is frequent use of 
the slogan “A man is as smart as his 
shoes.” Another good line, “Shoes are 
of prime importance in the ensemble of 
the well dressed man.” Tags for parked 
ears can include the slogan on one side 
and “Don’t go home until you have seen 
the new Fall shoes for men at (names 
of stores).” 

Try using an “inquiring reporter” 
asking men what they think of the 
Fall shoes. And ask women what they 
think about men paying more attention 
to wearing correct shoes. 

One old-but-good one is to put “peep 
shows” in the windows of vacant stores. 
Over the small peep opening put a sign 
“For Men Only.” Inside use another 
sign, “Visit (store name) during Men’s 
Shoe Week and get an eyeful of the 
new Fail shoes.” 


Orthopedic Store Opens 


CuicaGo, Itt.—A salon type ortho- 
pedic shoe store serving the entire 
family, known as the Rx Foot Health 
Store has recently been opened at 4055 
Milwaukee Avenue. The store will 
specialize in fitting and personalized 
service for men, women, and children, 
and offers free advice and consultation 
on foot problems... A_ chiropodist’s 
office is operated in connection with 
the store. 
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National Defense Positions 


[CONTINUED FROM PAGE 45] 


Iron and steel; non-ferrous metals; machine tools; 
ordnance; aircraft, marine and automotive equipment ; 
railroad repair shops; radio and other electrical equip- 
ment, supplies and apparatus; textiles; forest prod- 
ucts; paper; printing and publishing; chemicals; 
plastics; products of petroleum and coal; rubber prod- 
ucts; stone, clay and glass products; leather and its 
manufactures; and food and kindred products. 

Applicants are rated on their education and experi- 
ence and upon corroborative evidence. An oral exami- 
nation may be given to determine further an applicant’s 
qualifications for the positions. No written test will be 
given. Further information and application forms may 
be obtained at any first- or second-class post office or 
from the Civil Service Commission in Washington. 


Kenneth Dunley Heads Penney 
, Department in Rochester 


Rocuester, N. Y.—Kenneth Dunley, formerly head 
of the retail shoe department in the J. B. Penney & 
Co., Inc., store at Camden, N. J., is manager of the shoe 
department ‘of its large store which was opened in this 
city June 5 in the five-story building that was the home 
of the former Howe & Rogers furniture company. 

The building has been completely modernized for its 
new requirements. The shoe department occupies a 
rear section of the main floor, where 68 chairs have 
been installed in the blond maple furnished section to 
care for customers. 

A sales staff of nine was present on the opening day, 
with expectations that five members will be retained 
permanently. The section has fluorescent lights; its 
shelves have a capacity of 10,000 pairs of shoes and 
it is equipped admirably for the purpose. 

The range of prices at the Rochester store is from 
$2.98 to $5.90, with shoes for all of the family, manu- 
factured especially for Penney’s. One of the largest of 
the Penney stores in the East, its operation will be 
watched with unusual interest by merchandisers. 


To Start Cutting in New Factory 


NEWBURYPORT, Mass.—Machinery and equipment is 
being installed in the new factory of the Lido Shoe Co. 
heré, and the firm expects to start cutting very shortly. 
Dave Levine, formerly a manufacturer of high grade 
women’s shoes in Brooklyn, is a partner in the firm and 
sales manager of the company. Alec Kessler will have 
charge of styles and supervision over the factory, and 
Joe Harris, formerly connected with A. S. Beck, is also 
a member of the organization. The factory will be 
equipped to make 1800 pairs of Compo shoes per day. 
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A NEW PRICE RANGE 


for Taylor-Made shoes is established by 
the addition of several new Taylor-Made 
“CUSTOMS” to retail from $8.50 to $9. One 
of these new patterns, which have been 
warmly welcomed by Taylor-Made deolers 
everywhere, is illustrated below. With Taylor- 
Made O-SO-EZ-E and STANWELL lines con- 
tinving to retail from $5.50 to $7.50, retail- 
ers find these new CUSTOMS extend their 
market into a highly profitable price bracket 
..». make extra sales ... and extra profits. 























































TAYLOR-MADE 
CUSTOM 
No. 5019 









































Made of Horween's Timber- 
Tenned Calf, a vegetable- 
tanned, analine-dyed leath- 
er of the highest quolity, 
O-SO-EZ-E inner-soles, full 
double soles, chamois lined 
tongues. In-stock. 

Price $5.10 

































TAYLOR CORP STON, MASS 
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They Walk Back Into Your 
Store...If You Repair 
Their Shoes With 


Longer-Level-Wear 


Left and 


It’s like cheap tires that 
make the car owner mad at 
the whole car — see that 
more satisfactory heels go 
on your customers’ shoes 
and they like your shoes 
better, buy more of them. 
So make sure that your 


own or contract shop puts on ITS Left and Right Rub- 
Those extra pads of tough rubber on the outer 
edges where the wear comes keep shoes treading level and 
in shape—and wear level longer, avoiding run-over heels. 
So it does pay you to see that your customers get I TS 


ber Heels. 


Heels. 


THE I-T-S CO., ELYRIA, 0. 


26 Years of Better Rubber Heéls—Millions of Users 


Right Heels 


less 


mative and 


a 
cards. 
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“a” ve Orange 
brown on white back- 
und. 


Price in black. 
PRICE TICKETS 


Attractively hand lettered 
i ular price denomi- 


6 Doz.—$1.10. 12 Doz. 
—$2.00 


Color Fall Windows 
with Decorative 
Display Cards 





and 





With Store Name 
Imprinted 
100 tickets—$3.00 
200 tickets—$5.00 
Cheek with order please, un- 
C.0.D. preferred. 
DISPLAY CARDS 


Each month, 14 infor- 
forceful 


sppropriately designed 

















Detailed Information on Monthly Service at Your Requesi. 
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Buffalo Retailers Plan Outing 


BuFrraLo, N. Y.—Baseball, quoits, 
golf, and other athletic events and 
music will feature the 32nd annual stag 
cuting and field day of the Greater 
Buffalo Shoe Retailers’ Association and 
Affiliated Shoe Trades, to be held this 
year at the George F. Lamm American 
Legion Post Home, Williamsville, N. Y., 
on Wednesday, August 20th. Harry J. 
Deters, veteran shoe man, has again 
been named general chairman, Fred 
Manning, co-chairman. A buffet lunch 
will be served all afternoon and at 6 
P. M. all will sit down to a chicken 
dinner. In the evening there will be a 
corn roast and a fire-side chat. The 
big feature will be the ball game be- 
tween the retailers of Buffalo and the 
local shoe travelers. The winner is to 
play George Kalb Boosters from 
Rochester, N. Y. Earl Chamberlin, 
manager of the Stetson Boot Shop and 
well known local umpire, will umpire 
both games. John Muller, local shoe 
traveler, will take moving pictures of 
all the visitors and events which will 
be shown at a later date. Prizes will 
go to all winners of athletic events. 

This year on account of the long 
program there will be no speeches. A 
crowd of more than 200 is expected. 
The local shoe team of Joseph Kirchoff 
and Robert Leighton will head the 
entertainment. Because of a very 
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profitable season, reservations have 
been received from Syracuse, Rochester, 
Medina, Lockport, Batavia, Niagara 
Falls, Hamburg, and Lancaster, N. Y. 

Harry J. Deters has named the fol- 
lowing committee heads: tickets, Ben- 
jamin Etkin, chairman; entertainment, 
George Seifert, chairman; prizes, 
Oliver LaReau, chairman; dinner, Paul 
Davis, chairman; sports, Robert Smith, 
chairman; reception, Charles W. Reis; 
moving pictures, John Muller, chair- 
man. 


Dunn and McCarthy 
Distribute Bonus 


BINGHAMTON, N. Y.—Dunn and Mc- 
Carthy, Inc., paid its 2,300 employes 
an extra bonus of $65,000 recently, 
this being at the rate of $5 for each 
month of 1941 during which employes 
worked. Previously the company had 
confined the distribution of bonuses to 
Christmastime. On Dec. 21, 1940, a 
similar amount was disbursed. 

In the past six months the number 
of employes at the Binghamton plant 
has increased by 200, bringing the 
number to 1,300. Those at the Au- 
burn, N. Y., plant now number 1,000, 
or an increase of about 100. Produc- 
tion at the Binghamton plant is stated 
to be nearing an all-time high. 


Arrange Outing for 
Orphan Children 

BuFFraLo, N. Y.—Charles W. Reis, 
top notch rubber salesman, and Carl 
P. Sickler, shoe retailer, both members 
of the Greater Buffalo Shoe Retailers’ 
Association, again played Santa Claus 
to 300 orphan crippled children. 
Headed by a band they paraded down 
the Main Street in buses to the boat 
which took them to the beach orf the 
Canadian side. The shoe men saw that 
the children had plenty to eat and 
drink and plenty of rides on the amuse- 
ments. All came safely back home, 
tired but full of gratitude for the 
sponsors. 


Add Men’s Department 


GREEN Bay, Wis.—Hoeffel’s Boot 
Shop, here, has recently been enlarged 
and men’s shoes added. A _ separate 
men’s shoe department was created at 
the rear of the store, the rest of which 
is devoted exclusively to women’s lines. 
On July 5 the store celebrated its 52nd 
anniversary. It has been located in 
this same block since first opened. Al- 
though operated under the name 
Hoeffel Boot Shop, J. I. Hoeffel, former 
owner, is no longer connected with the 
business. 
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Put new power behind your BACK-TO-COLLEGE 
PROMOTIONS 
with the revolutionary new 
NU-GO SANDAL 
EXERCISERS 


NU-GO will have instant appeal 
among college girls . . . because it’s 
extra smart-looking . . . because it’s 
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Vocue, Harper’s Bazaar and Mapem- 
oIseLLe. Tie-in with this campaign. 
Write immediately for complete de- 
— of the NU-GO Profit Selling 


Tailored, Quality Look 


a wonderful exerciser . . . because it This past season, Bellaire’s Suoes. Not only because 
will help them attain a graceful exclusive, patented Foot- of Footloose Shoes’ full 
carriage. loose Process of the “Float- flexibility but in addition 

We're telling College Girls all ing Insole” won many because of the patented 
about NU-GO in the timely issues of thousands of new delight- air-cushion comfort fea- 
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tures that are carefully 
tailored into all Bellaire 
Shoes. Every Bellaire has 
the 4-point features for 
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FOOTWEAR CORPORATION 
55 West 42nd St. (CH. 4-8393) New York City 
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No. 3573—Black Suede and Patent, 
Also in Black Crushed Kid and Patent. 
Elasticized. AAA to C 


> SHOE COMPANY 


successful selling. They fit 
well, look well, wear well 
and are truly comfortable. 


Write for Fall 1941 Catalog 
of In-Stock Styles 
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Oscar Jensen to Study 
Styles on Mexican Trip 


Mapison, Wis. — Oscar Jensen of 
Jensen’s Boot Shop, State Street, 
Madison, accompanied by Mrs. Jensen 
and their daughter, Catherine, left the 
last week in June for a trip to Mexico. 
Mr. Jensen plans to do some scouting 
around in Chicago and St. Louis as a 
part of setting up his plans for the 
opening of fall business with the uni- 
versity crowd. His sales and advertis- 
ing campaign will involve a special 
drive this year, but it will be based on 
something special in the line of foot- 
wear. 

This is not the first trip which Mr. 
and Mrs. Jensen have made to Mexico. 
Some years ago when watching the 
peons unloading the boats at Santa Lu- 
cretia, Mr. Jensen made an observation 
which he has since used to good ad- 
vantage in his shoe business. He called 
the attention of members of their tour- 
ist party to the difference in the spread 
of -the foot when a peon was carrying 
a load as compared with the impression 
of the foot in the mud when the work- 
men returned unloaded. He actually 
took out a tape measure which he had 
in his pocket by chance and actually 
measured the differences to prove his 
point to the‘tourist group. He had 
a molds made to bring back with 

im. 
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When he returned to the store, he 
used this point to prove to his cus- 
tomers the difference in the spread 
of the foot when standing or walking 
as compared with sitting down to be 
fitted. Men, and especially women, 
were willing to take a broader shoe 
instead of being fitted with something 
long and narrow. The broader shoe 
takes care of this normal spread when 
standing on the foot. 

Mr. Jensen plans to be on the look- 
out for something in the shoe line 
which may reflect the South American, 
and especially the Spanish influence. 
This may take on the character of 
highly colored designs in footwear. 
“With the growth of the Good Neigh- 
bor policy and hemispheric solidarity, 
there is no reason,” according to Mr. 
Jensen, “why styles in this country 
should not reflect a South American 
influence.” 

Mr. Jensen will return early in 
August with plans for a distinct fall 
drive for university and high school 
business. 


Indiana Retail Sales Good 


BLOOMINGTON, IND.—Shoe retail sales 
during May, 1941, continued very good, 
showing a 31 per cent increase over the 
sales volume of May, 1940, according to 
Indiana Business Review, published by 
Indiana University. After getting off 
to a slow start in January, 1941, and 





showing a decrease during February 
and March below the same months in 
1940, the retail sales climbed in April 
to a 49 per cent increase over the April 
sales in 1940. 














Career Man in Shoe 
Retailing 


[CONTINUED FROM PAGE 39] 

Mr. Breen shook his head. 
you were honest,” he smiled. 
wanted to get your side of it. Hear- 
say’s no good in things like this. How 
long will it take you to get caught up?” 

Ed figured hastily. “I’m sure I'll be 
up to date by the end of April and, be- 
lieve me, I’m never going to get behind 
again.” 

Mr. Breen shook his hand. “You come 
and tell that to the credit manager. 
He’ll be giad to hear it. And remember, 
my boy, that credit is the most precious 
thing you have; guard it well. Once 
gone, it’s gone. And I know you'll be 
wanting to get married some day and 
you'll need good credit if you’re going 
to stay in Mytown and raise a family.” 

“T’ve learned my lesson, sir,” Ed 
blushed as he thought proudly of his 
store and imagined himself next Sun- 
day at the Community Church listening 
to Miss Perkins play the organ and 
watching for his shoes to come walking 
out on the parishioners’ feet. Mytown 
was still going to stay his town, thanks 
to Mr. Breen’s understanding. 








“TI was sure 
“But I 
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Classified and Want Ads 





SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 








SALESMEN WANTED for Texas and Okla- 
homa; Kentucky and Tennessee; Louisiana, 
Mississippi, Alabama and Arkansas. In-stock 
line of fast selling shoes for daytime and 
evening wear. Salesmen with established trade 
preferred. Strictly commission. Can be car- 
ried with non-conflicting line. In replying give 
references and accounts sold. HANNAHSONS 
SHOE COMPANY, HAVERHILL, MASS. 





ALES AGENT WANTED for outstanding 

line of high grade casual type women’s 
shoes. Territory: New England, New York, 
Pennsylvania. Only men with following among 
high grade shoe stores and Department Stores 
considered. Please address application with full 
particulars to Box $218, Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 





IGH GRADE ALL AROUND SALESMAN 

WANTED to take charge in retail store. 
Correspond directly with BARNETT’S BOOT- 
ERIE, Rochester, Pa. 





FE, NERGETIC YOUNG SALESMAN 
WANTED. Our line of Ladies’ Shoes has 
grown to such an extent that we need a high 
grade young man on the selling and promotional 
end. We can give him an almost unlimited field. 
Reception of cur shoes has been such that 
it is almost a foregone conclusion that he 
will make a success from the start. We want 
a young man who may not have had as wide 





SALESMAN 


Well known California Shoe man 
open to handle top line of slippers for 
California. Can guarantee excellent 
business with the right product. 


Address £219, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











UALITY LINE WANTED: Salesman who 

for many years has represented one of the 
high grade men’s shoe factories throughout the 
country is desirous of securing a line of men’s 
high grade or popular price s for the com- 
ing season. Has intimate acquaintance with the 
leading buyers in all sections and can develop 
a fine business for the right house. Splendid 
credentials furni Address £221, care Boot 
. en 100 East 42nd Street, New 
York, N. Y. 


BUYERS OF 


MANUFACTURERS—HETAILERS 
SURPLUS STOCKS 


st spats 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 








SELL YOUR Searese STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visit owr new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 





POPULAR PRICED LINE Women's novelty 
for Florida, Georgia, Alabama. Thorougkly 
experienced. Large following of 10 years’ 
standing. Excellent references. Address $217, 
care Boot & Shoe Recorder, N00 East 42nd 
Street, New York, N. Y. 





FOR SALE 








WE BUY 
Entire or Surplus Wholesale and letel! 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital 
ity, Arch Preserver, Queen Quality, Ros 
tonians, Stetson, Red Cross, Nunn-Bush. Kite 
IRVIN BUBIN 
“The House of Jobs” 
89 Reade St., Cor. Church 
Phone Barclay 17-7887. New York Clty 








experience as some of the older sal but 
who is younger, is more alert and willing to 
Ret into the opportunity in the right spirit and 
a determination to put it over. Send full de- 
tails and references to $223 care Boot & Shoe 
Recorder, 100 East 42nd St., New York, N. Y. 





WANTED TO PURCHASE 


S HOE STORE (established), write details; if 

r ble will consider cash transaction, 
lease, etc. Address $220, care Boot & Shoe 
Recorder, 100 East 42nd St., New York, N. Y. 




















19 SHOE STORES. A ready made shoe 
business—favorable leases—going concerns, 
in Mid-Western States — volume $30,000 to 
$100,000, A nationally known shoe manufac- 
turer offers this opportunity. If you have the 
necessary capital an established shoe business 
can be had at a reasonable price. Address 
$206, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 











OR SALE—Three “Royal” Shoe Stores lo- 

cated in Lynchburg and Roanoke, Virginia, 
and Durham, North Carolina; and also the 
Hazzard Shoe Store, in Bangor, Maine. Rea- 
son for selling—-stores are too far from our 
central operating radius. Apply to the Tri- 
angle Shoe Company, Wilkes-Barre, Penna. 





AMILY SHOE STORE, in business 33 

years; excellent location in best city of 
70,000 population in Middle West. Address 
$222. care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





CLOSING OUT Dr. Scholl’s Foot Appliances. 
Will sell for 50% off Wholesale price; 
55 pairs Men’s and Women’s Anterior Meta- 
tarsal Arch Supports; 25 pairs Men’s and 
Women’s Foot Easers; 31 pairs Men’s and 
Women’s Surgical B. 34 pairs Men’s and 
Women’s Arch Rest; 2 pairs Men’s Tri-Spring. 
Address: KRIER’S, Walsenburg, Colorado. 





CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8. 3rd St. Philadelphia, Pa. 
Phone Lombard 








SHOE STORES WANTED 





Unusual references on request. 

















To Open Store in Fall 


CLEVELAND, O.—Stone Shoe Co. has 
leased the store unit at 10302 Euclid 
Ave., Cleveland, where a store will be 
opened this Fall. 








CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in adva 
w= Advertisements for this page must be in our New York office on Friday of the week preceding publication. -oa 
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Washington News Reel 


[CONTINUED FROM PAGE 28] 


Such a move, the OPACS warned, 
would break down establishment stand- 
ards by compelling purchasers to buy 
lots on an unselected basis, unclassified 
by grade, and would interfere with the 
flow of hides and skins into those chan- 
nels where they can be used most effec- 
tively. 

At the same time, OPACS issued a 
clarification of certain questions aris- 
ing under the hides price schedule. The 
clarification related to croupons, dry 
hides, and slunkskins; brokers’ com- 
missions; and special selections. Deal- 
ers selecting special premium hides 
from ordinary selections to meet re- 
quirements of specialty tanners who 
can use only a choice selection of spe- 
cial grades may be granted exceptions 
from the maximum prices upon proper 
application to OPACS. 


Editor’s Outlook 
[CONTINUED FROM PAGE 18] 


per cent; buying receiving and marking 
—3.55 per cent; publicity—3.85 per 
cent. These and other items are as 
much a part of the cost of getting the 
shoes to the fitting stool as any of the 
manufacturer’s overhead expenses. Ac- 
tually, the retailing costs represent only 
these three items: Retail administra- 
tive—8.6, retail selling—9.6; retail de- 
livery—0.65. Add these three items and 
they represent 18.85 per cent of the 
retail price of the goods. So you might 
truthfully say the cost of these shoes is 
81.15 per cent of the retail price. 
Sure, it’s only a system of figuring 
and will not change your profit and loss 
figures in any way, but it’s a swell an- 
swer to the pseudo economist who says: 
“The retailer is getting 40 per cent of 
my money for just handling the goods.” 


Summer Shoes on 
Ration in Britain 
LonponN—(UTPS) — Women’s Sum- 
mer sandals and tennis shoes, which 
were not expected to be listed on the 
rota of the latest clothing ration laws, 
are included after all, and clothing cou- 
pons must be surrendered for them. A 
warning to people who have been sell- 
ing this type of footwear without de- 
manding coupons has been issued by a 
Board of Trade official. Someone got 
more than 850 pairs of boots and shoes 
without surrendering a single coupon— 
or a penny, for that matter—during the 
week-end, when a van-load of footwear 
worth about 4000 coupons vanished in 
Bexley Heath. 


Markus Opens Shoe Store 


Roswe_L, N. M.—I. A. Markus has 
opened a store, Markus Shoes, at Main 
and. Second Streets, in Roswell. Mr. 
Markus movéd to Roswell from Santa 
Rosa, New Mexico, where he was in 
business for nine years. 
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Obituaries 


Joseph S. Calley 

Boston—Joseph S. Calley, who was 
widely known some 15 years ago 
through his association with the Chi- 
cago office of the United Shoe Ma- 
chinery Corporation, died July 10, fol- 
lowing a heart attack, at the home of 
his son, Joseph W. Calley in Belmont, 
Mass. 

Mr. Calley was a native of Ashland, 
N. H., and was in his 86th year. He 
was one of the oldest members of the 
USMC Quarter Century Club and re- 
tired in 1927. 

In addition to his son, Joseph, with 
whom he lived, he is survived by one 
other son, Carleton H., of Mountain 
Lakes, N. J. “icingg 

Funeral services were held with a 
requiem high mass at Our Lady of 
Mercy Church in Belmont; burial was 
in Ashland Cemetery, Ashland, N. H. 


Shoe Wage Committee 
To Meet August 25 


WASHINGTON—Following out its poli- 
cy of attempting to raise minimum 
wages as near -as possible to the 40c. 
ceiling fixed by the wage-hour law, the 
Wage and Hour Division of the De- 
partment of Labor named a committee 
to investigate the shoe industry and 
recommend a new minimum wage above 
the 35-cent rate now effective under 
the Fair Labor Standards Act. 

New members appointed to the same 
committee, which early last year rec- 
ommended a minimum wage of 35 cents 
an hour, include John A. Faulkner, 
Craddock-Terry Shoe Co., Lynchburg, 
Va., employer representative; Harold 
C. Sears, Brotherhood of Shoe and Al- 
lied Craftsmen, Brockton, Mass., labor 
representative; and C. Emanuel Ek- 
strom, Brown University, Providence, 
R. I., who will represent the public. 

The committee, scheduled to meet in 
Washington on August 25, includes the 
following additional members, all of 
whom were members when the original 
wage recommendations were made last 
year: 

For the employers—H. Edgar Jen- 
kins, International Shoe Co., St. Louis; 
Irving S. Florsheim, Florsheim Shoe 
Co., Chicago; Nathan Fein, Fein & 
Glass, Inc., Reading, Pa.; Charles F. 
Johnson, Endicott-Johnson Co., Endi- 
cott, N. Y.; Morgan Grossman, Gross- 
man Shoes, Inc., Brooklyn, N. Y.; 
Stuart H. Armstrong, Wiley-Bickford- 
Sweet Corp., Worcester, Mass.; John 
E. Lucey, John E. Lucey Shoe Co., Mid- 
dleboro, Mass.; and Henry O. Rondeau, 
H. O. Rondeau Shoe Co., Boston. 

For the employees—Frank W. An- 
derson, Chicago; Michael F. Lynch, 
Haverhill, Mass.; John J. Mara, Bos- 
ton; and J. William McGonigal, Mober- 
ly, Mo., all of the AFL’s Boot and Shoe 
Workers Union; C. Frank Farrell, New 
York City; Henry A. Schwarzott, St. 





MERCHANT'S NEEDS 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 





Roller type devices 


$12.50 


Special combination offer $25.00 (fluids in- 
cluded in above prices). 


fend your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolia, tnd. 








Louis; Mrs. Mae Young, Lynn, Mass., 
all of the CIO’s United Shoe Workers 
of America; and Powers Hapgood, CIO 
representative of Indianapolis. 

For the public—Msgr. Francis J. 
Haas, Catholic University, chairman; 
Robert W. Brown, Missouri Farm Bu- 
reau Federation, Jefferson City, Mo.; 
Edgar M. Hoover, Jr., University of 
Michigan, Ann Arbor; Miss Elizabeth 
S. Magee, Consumers’ League of Ohio, 
Cleveland; Miss Elizabeth Morrissy, 
Notre Dame College, Baltimore; John J. 
Murray, 20 Pemberton Square, Boston ; 
Thomas L. Norton, University of Buf- 
falo, Buffalo; and Tipton R. Snavely, 
Department of Economics, University 
of Virginia, Charlottesville. 


Haverhill Shoe Workers 
To Get Wage Increase 


Boston, Mass.—Under the terms of 
a decision.announced recently by the 
State Board of Conciliation and Arbi- 
tration, approximately 6,000 shoe work- 
ers in the Haverhill district will re- 
ceive pay increases ranging from 8 to 
20 per cent, Cutters, stitchers and 
lasters are the operators most defi- 
nitely benefited by this increase. The 
decision was handed down after manu- 
facturers and representatives of the 
Boot and Shoe Workers’ Union failed 
to reach an agreement. It is reported 
that the United Shoe Workers’, a 
union affiliated with the CIO, is pre- 
paring to confer with manufacturers 
whose employees this union represents, 
looking toward an increase in factories 
not affected by the increase. 











Dates to Remember 


Golf Tournament Boot & Shoe 
Travelers Association of New 
York, North Hills Country Club, 
Douglaston, L. I. July 24, 1941 


Annual Outing Buffalo Shoe Retail- 
ers Association, Walker’s Grove, 
Williamsville, N. Y. August 20, 1941 


Official Opening of American 
Leathers for Spring, 1942, Tan- 
ners’ Council of America, Wal- 
dorf-Astoria Hotel, New York. 

September 15, 16, 1941 


Shoe Manufacturers’ Spring Open- 
ing, Hotel New Yorker, New 
York. November 3, 4, 5, 6, 1941 





New England Association 
Sponsors December Show 


Boston—The next Boston shoe fair 
officially sponsored by the New England 
Shoe and Leather Association will be 
held on December 1, 2, 3 and 4, accord- 
ing to an announcement by Louis H. 
Salvage, president of the association. 
The decision to hold this show was 
made by association officials because of 
their opinion that October is too ear'y 
to show complete spring 1942 lines. It 
was their opinion that it would be to 
the best interest of shoe buyers to hold 
a volume show during the first week 
in December. 

Every exhibitor at the last Boston 
shoe fair in June will be granted a ten- 
day option period to reserve the same 
rooms occupied in the official hotels— 
Hotel Statler and Parker House, and 
will also be allowed a 50 per cent reduc- 
tion in the regular participation fees. 
An official notice and application blank 
will be mailed to all shoe manufactur- 
ers next week. 

This show will be supervised by mem- 
bers of the Boston Shoe Fair Commit- 
tee under the chairmanship of H. 0. 
Rondeau, New Hampshire Shoe Manu- 
facturer. 


Brothers to Consolidate Stores 


RocHEsTER, N. Y.—Fred L. Myers, 
a director of the New York State Shoe 
Retailers’ Association and owner of a 
shoe store at 19 Front Street, and his 
brother, Robert Myers, head of Gray’s 
shoe store at 40 Main Street East, will 
consolidate their businesses and move 
into a new location at 44 Main Street 
East on September 1. 

The brothers, both popular and 
widely known, are sons of Fred L. 
Myers, Sr., who conducted a shoe store 
in Main Street for many years. They 
are to close both of the old stores, 
which enjoy a large patronage, and 
conduct the new business under the 
name of Gray’s, with the building re- 
modeled to meet the requirements of 
a modern shoe store. 
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A Buying Guide 


BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass. 

ATHLETIC SHOE CO., Chicago, Ill. 

See Gees WD. CONNIE, WRG So. on 5. RUE. vans. weleee tks ecrdal. Saar 
COLE, ROOD & HAAN CO., Chicago, Ill. .. 

CONRAD SHOE CO., No. Abington, Mass... ... 

CURTIS SHOE CO., INC., Marlboro, Mass. ....... 

CURTIS-STEPHENS-EMBRY CO., INC., Reading, Po. 

DOUGLAS, W. L., SHOE CO., Brockton, Mass........... 

GILBERT SHOE CO., THE; Thiensville, Wis............... 

GOODWILL SHOE CO., Holliston, Mass. .......... 

GREEN SHOE MFG. CO., Boston, Mass. 

HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. 

HUTCHINSON-WINCH, Boston, Mass. 

KEITH, GEORGE E., CO., Brockton, Mass. 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. .......... Re 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. ............0. 000000 
NU-GO FOOTWEAR CO., New York City ... 

NUNN-BUSH SHOE CO., Milwaukee, Wis. 

ROBERTS-HART, INC., Keene, N. H. .... 

SMITH, J. P. SHOE CO., Chicago, Ill.. 

STACY-ADAMS CO., Brockton, Mass. 

TAYLOR, E. E. CORP., Boston, Mass... 

WEIL, M. K., SHOE CO.., St. Louis, Mo. ~ 

WRIGHT, E. T., & CO., INC., Rockland, Mass. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, New York, Philadelphia 
EVANS, JOHN R&., & CO., Camden, N. J. ........ 
GUTMANN & COMPANY, Chicago, Ill....... 
HUBSCHMAN, E., & SONS, Philadelphia, Po. ...... 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. . 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, Etc. 


DEWEY & ALMY CHEMICAL CO., Cambridge, Moss. ................ 

1. T. S$. CO., THE, Elyria, O 

rs ee Ma Cena, FU IS. . bctben wan Bed sso EUS ae ek tr ES 
UNITED LAST COMPANY, Brockton, Mass. ........... 2.20... 20. 00-0000 

UNITED SHOE MACHINERY CORP., NWR Ee eet eS mE fst 
WREN'S SHOE POLISHES 


STORE EQUIPMENT AND ACCESSORIES 


MOHAWK CARPET MILLS, New York City .. 

PIERCE, C. S., CO., Brockton, Mass............... 

SCHOLL MFG. CO., INC., Chicago, Ill. ...... 

SCOTT FOOT APPLIANCE CO., Omaha, Neb. 

SMELTZER, E.'C.. CO,, Indianapolis, lad... ce i ea cee cee 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City .... 

BARSH & CEASAR, Philadelphia, Po. 22... oo. ee cece eee eese es 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 

HOTEL LENNOX, St. Louis, Mo. 

KIRSCH-BLACHER CO., INC., New York Giy 

RUBIN, IRVIN, New York City 
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. This rich 
mahogany brown, plus Ankle-Fashioning 
will give your customers added smartness 
and comfort through many extra miles of 
style. The styles below will be featured in 
The Saturday Evening Post, September 6. 
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‘STRIDE RITE- 
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